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So appealing to the eye! Lovely Korrect-Way 
Mannequins invite close-ups... focus 


attention... make clothes irresist- 





ible to your customers! Every line of 
these true to life, figure-perfect models 
reveals the skilled craftsmanship and artistic 
perfection that have made Korrect-Way 


Mannequins leaders in the world of display! 


KORRECT-WAY ‘ 


DIVISION OF AMERICAN FIXTURE &° MANUFACTURING COMPANY e@ ST. LOUIS 


PD MANNEQUIN 


ATLANTA, Melvin S. Roos * BALTIMORE, Williams Corp » BOSTON, Eastern Displays, Inc.» BUFFALO, Samuel C. Dutch & Son * CINCINNATI, 
General Display Corp. *» CHICAGO, Hecht Fixture Co. » CLEVELAND, Pribil Display & Supply Co. » DALLAS, Mr. Sid Bartley (Hotel Southland) 
DENVER, Wolter W. Martin * DETROIT, The Art Products Co. * KANSAS CITY, National Equipment Corp. * LOS ANGELES, Grossman & 
Silvers, inc. « MINNEAPOLIS, L. E. Hier Display Equipment Co. « PHILADELPHIA, Naythons Display Fixture * PITTSBURGH, DeWeese Display 
Equip. Co. » SAN FRANCISCO, Kehoe Display Fixture Co. * SEATTLE, Chas. T. Boyd Display Equipment Center «+ ST. LOUIS, Midwest Display 
Equip. Corp. * MONTREAL, Miller’s Display Fixture, Reg‘d. 
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Available in Two Sizes 


A design taken from the famed Iron Grille Work of 
beautiful old New Orleans ... wrought by masters 
and brought to this country in sailing vessels genera- 
tions ago. . . reproduced through our patented half- 
tone silk screen process in sculptured effect technique, 
on flexible stock, five shaded tones of blended off- 
whites and grays, against Caribbean blue back- 
ground. Easy to handle, adaptable to any size space. 
Use either upright or horizontal. Silhouette the smart- 
est of new fashions against this background design 
of age old loveliness for displays of real beauty. 


G-367—"'‘‘Renaissance Grillework'’ Comura, 





PE bah deo cowa wana nae Each $3.75 
G-368—‘‘Renaissance Grillework’’ Comura, 
Sine 30" 4:90 |. 2 ess ee ees ee Each $5.75 


IN STOCK—AT ONCE DELIVERY 
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In an Ornamental Wrought Iron Grillework Comura 
ve Beautifully Blended Colors Against Deep Caribbean Blue Background 





NEW 
FALL AND CHRISTMAS 
CATALOG 

Just Released 
SENT ON REQUEST 


ASSOCIATES, INC. - 346 .N. JUSTINE STREET 
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| Jor Christm: 


DECOTONE 


ee eee /n SQUARES 


For panels, screens, niches, spot decorations OR 
for covering entire walls and floors. Just tack 
them up... or paste them. 


OAK SQUARES 


(CUT FROM REGULAR TIMBERTONE ROLLS) 





Size: 1144” x 114,” = ..25¢ per square = 
Sold ONLY in Dozen lots ..$3.00 per doz. — 
Te eS | ...45¢ per square V ( 
Sold ONLY in Dozen lots ..$5.40 per doz. "ie 


COLORS 


No. 53 Antique White Oak 

No. 81 Antique Red Oak 

No. 89 Silver Blue Oak 

No. 93 Aqua Blue Oak 

No. 70 Antique Silver Gray Oak 


No. 99 Antique Gold Oak , No. 851 
™ ee oc vueee he $4.50 3’'x 8’... 
2 Oe aie c css sseosbhaere oo 42 ae 


SNOWTONE 


— 








TWO CONVENIENT 
SIZES 
11” x 11” 
6. a 














onnwelhl ROLLS 


For covering most any surface .. . flat or curved. Pro 
duces a modern, smart, genuine-looking WOOD STRUCTURE 
EFFECT whose value appears many times its actual cost. 


OAK ROLLS 4.4. 


{In solid finishes of light and dark woods, pickled finishes 
of grays; pastel shades of blue, green, yellow and rose.) 





3° x 8’ sheet $4.30 WINDOW of BALCH PRICE & Co., 
3° x 24’ roll $12.25 Brooklyn, N. Y., featuring TIMBER- 
3° x 27° roll $13.75 TONE OAK SQUARES. 
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No. 910 









3'x 8'...........$3.00 3x 8’ ® thot 
Patl’............ ce xt aati 
Many more DECOTONE and SNOWTONE a 
patterns available a 
FLAGSTONE WITH WHITE SANDED JOINTS CLIMBING VINE PETALTONE FLASH! 0 
No. 585 Vari-colored Blue Gray Stones No. 968 Green vines, wine-col- , D 
No. 586 Light and Dark Terra Cotta ored flake leaves on ecru No. 643 Orange Glaze over Red NOW READY: The most novel sNOWTONE - 
Stones ground. No. 644 Wine glaze over White RED BRICK for Christmas ever crea “aes a 
oe Px... $5.25 St eer. $3.50 FORE $5.25 sure to see it at your Timbertone /0 ae 
3° x 24’ ENO BE ogc ncsekvanaccicn dt $9.75 Oe ons veces $15.25 Add 50c cutting and packing charge on cil 8’ 5M 
WRITE US FOR NAME OF AUTHORIZED JOBBER IN YOUR VICINITY 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
thot it reaches other executives of your organi- 
zation and the members of your department. 


OUR NEXT ISSUE 


You've been hearing more and more about 
cold-cathode lighting for retail stores, both 
now and after the war; in the next issue an 
authority on this subject brings you details, 
plus a discussion of an installation now in use 
at Wm. Filene's Sons Company, Boston... . 
And there will be plenty of other features to 


make this an outstanding issue. 





THE COVER 


One of the most outstanding groups of displays 
used for the promotion of the Fifth War Loan drive 
was created by Louis Viella, B. Altman & Co., New 
York City. Special papier mache figures were made 
for the series of windows; each showed an authentic 
scene of action in a certain branch of the service. 
The one pictured on the cover is of an anti-aircraft 
battery on o battleship; others showed a para- 
trooper, a marine descending a landing net, a sol- 
dier on outpost duty, etc. 















We can NEVER 
match the Sacrifices 
"G.I. JOE” is making 

for us... but 

we can loyally 

back him up 
with... 


MORE 


A WORLD OF REASONS 
why BONDS you BUY and HOLD 
help safeguard the 


FREEDOM 


(VV44-810) "G. I. JOE" Victory Display—59''x42''—oil processed in 9 attractive 
colors and "FREEDOM" Victory Display—59"'x42''—printed in 5 attractive colors 
in photo-gelatin process—Both on heavy seasoned cardboard. 


< 
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to it that the better 
world we all want 
comes a reality 


(GBJ44-10) "CELEBRATION" 3-card Display set: One Display 29%2"'x42", two 
Displays 1434''x42"" on heavy seasoned cardboard—each one die-cut for insert- 
ing "Celebration Cards." Lithographed in 3 colors, red, blue and gray (with 
Celebration Insert Cards in corresponding colors). 
Kodachrome originals in FULL color. 


DISPLAY WORLD 











Photo-illustrations from our 
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ONE MOMENT 


PLEASE 


--HERE ARE THE 
DISPLAYS YOU'VE 
BEEN WAITING FOR 


"G,. |. JOE" Display dramatically proves why all MUST do 
their part on the home-front to back up our boys on the 
battle-fronts. 


For the coming Presidential Election, "FREEDOM" Display 
is so impartial that it bends backwards to take no sides. 
Shows that voting is one of the most important of our 30 
or so American Freedoms. 


Price, f.0.b. Chicago, (VV44-810) $12.90 per 2-card set. 
(Not furnished singly.) 


FOR STANDING THESE VICTORY DISPLAYS (WS-44) 
4-piece white woodstrip stand with supporting top and 
bottom pieces, $1.20 each, f.o.b. Chicago. 





TO CELEBRATE THE 
SURRENDER OF PART 
OF OUR ENEMIES 


Use these Displays with present copy as shown on left (or 
if you wish, just put them away). Then the minute Ger- 
many (or perhaps Japan) surrenders, insert the "Celebro- 
tion Cards" we furnish you into the die-cuts on each card 
covering present copy. You might have to hold these 
Inserts for days or months—who knows? Please have 
someone delegated to insert them PRONTO into the 
Displays, the minute this wonderful event takes place. 


Price, f.o.b. Chicago, (GBJ44-10) $9.55 per 3-card set. 


FOR STANDING THESE 291/9''x42" and/or 
1434"'x42"" DISPLAYS (S-44) 4-piece white 
woodstrip stand, 80c each, f.o.b. Chicago. 


Please order Displays and Stands (| 
by above codes. )) 
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Francisco, for his entry titled "Let Freedom Carpet the Earth''— 


; The WINNERS 


T - First prize—a $500 War Bond—in the classification for cities over 100,000 in population was won by Alton J. Bernhard, Jos. Magnin Company, San 





r- 
The Treasury-approved national display Fifth War Bond Window Display Contest The quality of the entries was generally 
_ contest sponsored by the National Associa- The amount of work involved was tremen excellent and the judges who selected the 
ard tion of Display Industries and DISPLAY = dous. It was indeed a tribute to the pa winners found their task a difficult one. 
ese WORLD in connection with the Fifth War — tience and fairness of these judges to see The committee was composed of Miss Irma 
_ Loan drive ended at midnight on July 20, the pains that they took with every indi- Ericsson, advertising manager, Shulton, 
with more than 2,000 display photographs — vidual entry. As I understand it, there were — Inc.; Walter K. Nield, vice-president, Young 
the submitted to the judges. thousands and they came from every State & Rubicam, Inc., and Lew Hahn, general 
Every state in the Union, plus Hawaii, in the Union and even trom Honolulu. manager, National Retail Dry Goods Asso- 
Was represented by entries. The unqualified May I take this opportunity, therefore, to ciation, all of New York City; Commander 
Ps success of the contest in stimulating the use extend to you and to the National Associa Edward J. Steichen, internationally famous 
of retail display to sell War Bonds during tion of Display Industries, the Treasury’s photographer now with the UL, S. Navy, 
the Fifth War Loan campaign is indicated sincere appreciation for the important and Washington, and R. C. Kash, editor, DIS- 
by the following letter from the chief ot splendid part that this contest played in the PLAY WORLD 

the Treasury's retail store’s section, who | success of the Fifth War Loan drive. Not Thus the judges represented the fields of 
Witnessed the judging: only was the contest itself successful but advertising. photography, retailing, and dis- 
a a th many things that the contest stimulated play and the winning entries were chosen 
Treasury Department simply added to its importance Irom diverse viewpoints Un juestionably 
Washington 25 Let us hope that our plans tor the Sixth the selections would have varied had the 
|) Nemnat 5 1006 War Bond Display Contest will work a8 ontize hoard of judges been made up of 
Display World smoothly and as successfully as the contest display executives, or advertising execu 
1200 Tocnienne Stree just finished tives, and so on, since representatives of 
Cincinnati. Ohio Sincerely, different protessions look for different ele- 

Gentlemen : F. E. Pulte, Ji ments in any given display 
It was indeed exciting to attend the meet- Chief, Retail Stores Section The contest was divided into two groups, 


i in New York of the judges for the War Finance Division with identical War Bond awards for each 











—R. J. 


of less than 100,000 population. 


The first division was for entries from cities 
of 100,000 population or over, and the sec- 
ond from cities under that figure. 


Each judge personally inspected every 
photograph entered; after winnowing the 
large number of entries down to 100 in 
each classification, these were gone over 


again and again until twelve were selected 
for War Bond awards. From these twelve 
were chosen the top four displays to re- 
ceive the major prizes. 

In addition to the actual prizes, 100 Treas- 


ury citations were awarded in each classifi- 


cation 
In the large cities group, first prize of 
$500 went to Alton J. Bernhard, Joseph 


Magnin Company, San Francisco, for a dis- 
play entitled: “Let Freedom Carpet the 
Earth.” The entire floor of the 
was covered with fresh white daisies, among 


window 


which played two children. A hidden fan 


gave movement to the flowers and to the 


children’s clothing. The judges particularly 
liked the simplicity and the thought behind 
the display, and its symbolism of the even- 
tual results for which War Bonds are pur- 
chased. 

Second prize of $300 in Bonds went 
to Homer Kephart, Thalhimers, Richmond, 
ior a which was an 


display extremely) 


DISPLAY WORLD 


realistic reproduction of a war scene. The 
figure of a dead soldier was especially con- 
structed to Thalhimers’ and 
placed among actual sandbags, earth, trees, 
barbed wire, and machine guns. Red lights 
flashed from behind the blasted machine gun 
nest, while smoke (obtained by 
using dry ice) rose at various spots in the 
Roughly lettered across the jagged 
piece of timber were the words: “Thinking 
Men are dying while 


design was 


and fog 
display. 


of buying a Bond? 
you make up your mind.’ 

Third place and $200 in Bonds went to 
George H. Wagner, Brandeis & Sons Com- 
Omaha, tor a around 
a mammoth wooden cross bearing the word 


pany, window based 


Tarawa;” beside it stood a heroic figure 


bearing a palm branch, and across the 
background was the caption: “They can't 


give any more but you can.” 

Richard 
the dis- 
play showed the interior of a bomb-wrecked 


Fourth prize of $100 was won by 


B. Gump, Gump's, San Francisco; 
Japanese home with every item done in ac 
The room was first set up in 
the window in complete form and then Gump 
“had a hell of a fine time tearing it apart 
and breaking things.” The windows 
shown as blown out, lattice work was scat- 
tered 


curate detail. 


were 


around the scene, mats were burned 
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Patterson, Weiss & Goldring, Alexandria, La., created this display which won the $500 War Bond first prize in the classification for cities 


Its title: "What's the Cost of a Wooden Cross?''— 


and charred, a teapot was smashed, and the 
fragment of a teacup was imbedded in the 
window frame. At Gump's request, his 
award is being turned over to the San Fran- 
cisco Red Cross. 

Winners of $50 Bonds in this same divi- 
sion were as follows: Louis Viella, B. Alt- 
man & Co., New York City; Arthur Cassata, 


Liggett Drug Company, New York City: 
Rudolph Aguilar, The Marston Company, 
San Diego; Eric Wucherer, N. Snellen- 


burg & Co., Philadelphia; Harold McLaren, 
Bon Marche, Seattle; Al Haverbach, Op- 
penheim Collins, Brooklyn; John Huffman, 
Sears, Roebuck & Co., Long Beach, Calif.; 
Renwick Taylor, I. J. Fox, Inc., New York 
City. 

In the smaller classification first 
prize of $500 went to R. J. Patterson, Weiss 
& Goldring, Alexandria, La., whose display 
was entitled: “What's the cost of a wooden 


cities 


CTOSS° 


Simply done in a tropical setting, 
the display showed a soldier crumpling to 
the ground. 

Second place and $300 were awarded t 
Maurice Good, S. W. Rose & Son, Greens- 
dramatic 
a wounded prisoner of war behind the bars 
i a prison camp. A blownup letter on Red 
[Continued on page 44] 


burg, Pa., for a window showing 
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Rich- 





arded Homer Kephart, Thalhimers, 
e in Group | for this display— 


—A $300 War Bond was aw 
mond, as second priz 





d went to Richard B. Gump, Gump's, 


—Fourth place and a $100 Bon 
d above— 


San Francisco, for the display picture 


—This entry by M. R. Norton, Wisconsin Power & Light Company, 
Fond du Lac, Wis., won third prize and $200 in Bonds— 
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The urgency of staying at home, rathet 
than over-taxing transportation facilities by 
Visiting vacation resorts, served as inspira- 
tion for a series of windows at Oppenheim 
Collins, when Display Director Leslie Dor- 
sey presented the summer ready-to-wear 
wardrobe as shown in the illustration at the 
bottom of this page. 

The cartoon technique was employed by 
Depicting certain 
familiar corners and bus stops in mid-town 


New York, the 


but, characteristically with groups, the de- 


Dorsey for five scenes. 
“girls” were ready to go 


cision of where to go had not been reached. 


New. York Display 


By VIRGINIA ROEHL 


Virginia Roehl Studio, New York City 


From unseen and envious individuals in the 
office buildings in the background came va- 
ried suggestions: “Why don’t you lunch at 
the Zoo? Why don't vou see the view from 
the Empire State? Why don’t you go to 
the Modern Art Museum ?""- 
a diverse list of engaging activities to be 
hand. Amusingly, the 
don’t you use OC's famous 


and on through 


right at 
“Why 


pine oil for a refreshing bath?” issued from 


enjoyed 


query: 


a manhole topped by a hanging red lantern 
and with many bottles of pine oil grouped 
(Giray, black and white 


around this unit. 
made the color theme for the setting, with 














the skyscrapers painted on a sky-blue back 
wall. 

“Summer's just beginning and sartoriall 
speaking—all vou need is Bloomingdale's 
was the apt headline in a series of five win 
dows when Display Director Joseph Dultz 
presented cool clothes in a cool setting 
(Lower leit, opposite page.) In each win 
dow, the pattern of a large garden umbrella 
matched that of the tablecloth; the larg: 
dots were painted in chartreuse on a whit 
ground. The white chairs were also decora 
tive in their use of the large chartreus: 


dot centering the chair seat. White plaste: 


prisms, harmonizing in size, edged the para- 
sol and a Mexican glass beverage set served 
for table appointments. An island of white 
gravel filled in the center area of the floor. 
In the adjoining window, the contrasting 
color for the large dots was violet, followed 
by black on white, pink on white, and, 
lastly, a pastel shade of blue. 

“Cool Comfort” for men was also high- 
lighted in two windows at Bloomingdale's, 
as seen at the lower right on the next page. 
Potted plants and an open-work reed easel 
combined for the display setting and main- 
tained the cool qualities suggested in the 
looking 
light shirts, hats and the popular bow tie. 

For the “Fall Preview of Fur Coats and 
presented in the 
Franklin 


“smooth, good gabardine = suits,” 


Fur Trimmed Coats” as 


four Fifth avenue windows. of 


—Upper left, by Robert Riley, interior dis- 
play monager, Lord & Taylor. Left and 
right center, by Franz Gobbi, De Pinna's... . 
Left, by Leslie Dorsey, Oppenheim Collins. 
(All photographs by courtesy of Virginia Roehl! 
Studios, New York City)— 
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Director Robert Pichenot 
chose Pilmar prints as inspiration for the 
charming backgrounds, as seen at the upper 
left. Intensive research was done on_ the 
work of this English artist, renowned for 
his interpretation of the Chinese scene. The 
suggested pagoda was executed in papier 
mache, the one appearing in the accompany- 
ing illustration being hung with = crystal 
prisms. The delicate design varied in each 
of the four windows: however, an ice-blue 
and white color theme was carried through- 
out, including the finish and grouping of the 
supporting rocks. <A _ little 
gazelle, also in white, fitted into each scene 
and the floor of the window was deeply cov- 
ered with artificial snow. 

Luxury evening scarfs and stoles were ef 


Simon's, Display 


papier mache 


fectively displayed to show their fine mate- 
nals and lavish ornamentation of embroid- 
Robert Riley, 
Lord AS 
used a series of five life-size fig 


ery, sequins or beads when 


In charge of interior display at 
Taylor's, 
ures modeled from a special type of chicken 
Wire. (First illustration.) 
of the figures varied from that of a high de- 


The pose of each 


Sree of action to quieter postures, though 
Back- 
ground panel and base were simply painted 
whit These 
trims in the accessory 
Main floor. 


all were depicted as ballet dancers. 


figures appeared as ledge 


departments of the 


—Upper left, by Robert Pichenot, Franklin 

Simon. . Upper right, by Henry Callahan, 

Lord & Taylor. . . . Lower left and right, by 
Joseph Dultz, Bloomingdale's— 


“Home Sweet Home Lord & 
shows you how to enjoy a summer without 


Taylor's 
poison ivy, traffic cops or hard beds” was 
the hopeful window card message and apt 
description as used by Display Director 
Henry Callahan for teaturing men’s sport 
clothes. (Upper right.) The poster scene 
of the golf course background and the two 
papier mache gentlemen looking so very 
pleased with themselves, combine in a dis- 
play with quick appeal to masculine spec- 
tators. In the hooklets 
from the department 


foreground open 


store's) men's were 
grouped around golf clubs 
In a series of five windows at De Pinna’s, 


“Make the Most ot 


Director Gobbi 


with the headline ot 
Summer,” Display Franz 
used clouds of white spun glass as a base 
for the mannequin and for the display props 
chosen to carry out the idea of the card 
text In one 
gested to “make the 
cocktail time,” a little cocktail table and 


chair floated in the clouds. 


window, where it was sug- 
most of summer. at 
(Central illus- 
Finished first 
in a peach tone plaster, these pieces were 


tration on the opposite page.) 


further ornamented with plaster in) which 


had been mixed green and ivory paint—this 
media then being applied through a cake 
icing gadget into the decorative motifs 
which appear not only on chair and_ table 
but also on the cocktail glasses and bottle 
The pink and green pattern of the dress 
thus tied in with the color theme and was 
turther continued by a background scroll of 
pink seamless paper. The adjoining win- 
dows, which continued the mood of making 
the most of summer, included one which 
suggested to do so in country clothes. The 
mannequin, again posed on a cloud of white 
spun glass, wore a blue and white striped 
dress with pocket monogram, belt, handbag 
and gloves all in a magenta tone. These 
combined colors were repeated in the light 
blue of the palm tree cutouts with intricate 
plaster motifs worked out in deeper blue 
and magenta. 

Gobbi 


worn with long 


In a second series of windows 
dramatized black dresses 
gloves in high colors, under the headline 
“The Web of Fashion.” A spider web in 
exaggerated size was evolved of black che 
\ surrealstic tree wove 
trunk 


made more colorful 


nille-covered wire. 
through the pattern of the web—the 
in pink papier mache 
through royal blue and magenta flitter and 
further spaced here and there with irregular 
bits of brilliant Christmas tree balls. The 
[Continued on page 53] 
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by Louis Gehring 


Display Designer and Consultant 
New York City 








Arrangement: This composition of elements leads 
the eye in a circular movement beginning from the 
figure to the left and leading diagonally to the 
right hand figure, then to the poster and center 
figure, then back to copy card. 


Properties: On a blue-green background is dis- 
played a poster asking that Christmas packages be 
mailed early. In the foreground a green mail-cart 
with red wheels supports U. S. mail bags. 


Arrangement: This display consists of a large cen- 
tral unit with accompanying mannequins carrying 
packages. It is a promotion of fur-trimmed cloth 
coats tied up with the overseas Christmas package 
campaign sponsored by the American Retail Fed- 
eration on behalf of the War Campaign Com- 
mittee of the Central Council of National Retail 
Associations. 


Properties: Background is in mist blue with a white 
frame enclosing a giant-size box covered with red 
and white striped paper. A large poinsettia and 
streamer ribbon decorate the white card. 





Arrangement: This window consists of a single cen- 
tral unit with off-center figure and accompanying 
accessories. 


Properties: Background in off-white with black oak 
leaves. Mannequin is slightly raised on a small 
sloping platform covered with a black grass mat. 
An extended, gloved arm holds a shoe. Spotlights 
casting deep shadows help to dramatize the set- 
ting. Large white deckle-edge card with copy in 
script to read—''Black From Head-To-Toe.'' 
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COMING UP . 


This window consists of a single unit depicting 
the ‘All-American Family.’ The unit can be 
constructed of wood and wallboard, with cut- 
out painted heads of a typical family group. 
A large reproduction of a War Bond is at- 
tached to the base of the letter ''V'' for Vic- 
tory and Fifth. Cut-out letters rest on a 
sloping base. 





Arrangement: This window is a promotion on men 
top coats with a direct tie-up with the oversea 
Christmas package campaign. It consists of two 
definite units, the merchandising unit and the 
campaign unit. 


Properties: Background reveals a show window de- 
picting a large globe encircled with packages and 
letters. Small cards with ribbon tapes point out 
where our armed forces are located. Each card 
may depict the flag of that particular country and 
the number of miles from the United States. 


Arrangement: Consists of a composition of ele- 
ments forming a single unit. bs 

= i Ss . ‘ P . : : 4 c,_% > MAIL Your 
Properties: This display depicts an interior with win- sees ~ / \ >. aa 

thin. — 7 ‘ CHRIST MAL 

dow arrangement as background. Open drawers ’ | if Esmee 
of a chiffonier serve to display men's accessories. ‘ ; j 3 Sew 
The overseas Christmas package campaign poster 
is displayed on the right panel. 





































































By HERB CROSS 











"Dick" Whittington Studio, Los Angeles - 
oo. 
eac! 
Even here in sunny Southern California headed: “Summer Set-Up” and went on In discussing Bullock's displays it should alte 
feminine shoppers expect to see fall fash- “We've the Luck of the Irish to have pure be mentioned that the Wac recruiting win won 
ions in window displays along about this Irish Linen’—this being the featured fab- dow described in last month's DISPLAY this 
time of year, and many Los Angeles stores ric. The background was done in a light WORLD has been converted for a Red the 
obliged as usual with dark suits, fur coats, green gray which was only faintly illumined Cross recruitment promotion and is doing ing 
and coats which were fur trimmed. But at by the spotlighting focused directly on the an outstanding job of selling women on thi T 
the same time other stores continued with apparel. Suggesting the outdoor atmosphere — idea of service with that organization. crez 
displays featuring summer sportswear, for was a “sun” made ot cardboard with strings \nother display trom Bullock’s is seen in for 
such apparel is practically a year-round ne leading from the dise to the floor and side- the illustration at the top of the next pag reat 
cessity here walls to simulate rays. J. H. Brewer is Here Brewer played up “Contrasts with reat 
\mong the many interesting windows seen — Bullock's display director. Black” in toppers. Further accent on_ the seas 
in Los Angeles during the past couple ot peal 
weeks was a series bv QO. Grant for The grec 
May Company's downtown store. The large 
windows were “framed down” into smaller 
ones, as picture | in the first illustration, for 
the presentation of gloves, bags, and other 
aACCESSOTIES he showeard titles set the 
mood of the displays with the words: “Black | 
and Bei:eweled.” The backgrounds were 
solid black with vertical white stripes at 
wide intervals \gainst this background 
were silhouetted white, featureless forms 
resting on short black pe lestals; in each 
window were three slanting white rods bear 
mg costume rewelry Keach section ot the | 
displays was separated from the next by a 
wedge-shaped structure. The built-up por 
tion of the windows was done in a light 
shade, and the lighting was confined to 
spotlights which threw the merchandise into 
high reliet 
The next illustration shows a display ot 
men’s sportswear as used by Bullock's in 
the downtown store The card copy was 
contrast idea was made in the slanting back- 
ground treatment. Two mannequins were 
used, and at their feet appeared a display 
of typical accessories. The display was 
given a frame effect by the use of wall- 
board. Several windows were given similar ol 
treatment. Card copy was done in white pr 
on black stock. fur 
Next is pictured a display at the J. W pat 
Robinson Company, where Harvey Pettit 1s he 
display director. Fur coats and millinery wi 
were the merchandise and the card copy was | 
headed: “Presenting the first of the fine ab 
furs.” The background was done in light o 
pastels and general lighting was employed fo 
Perhaps the most interesting feature, from a R: 
display standpoint, is the section of elab- + 
orate railing which appears on each side ot ta 
the central mannequin. This was of plaster, f 
black, with a high finish. Vertical col- pk 
umns composed of fabric squares were at i 
in 
cul 
—O. Grant created the display seen just | is] 
above for The May Company's store in down- bo 
town Los Angeles; each large window was dis 
"framed down" into smaller units for the ™ 
thi 


"Black and Bejeweled'’ merchandise. . . . At 
the left, a window of men's sportswear by J. H. 
Brewer, Bullock's. . . . (All photographs are by 
courtesy of "Dick" Whittington, Los Angeles) — 








.) 


see 


AUGUST, 1944 


—''Contrasts with Black" is the subject of this 
Bullock window featuring toppers, one of a 
series dealing with this theme. . . . Center, by 
Harvey Pettit for the J. W. Robinson Com- 
pany; the railing is of black plaster. . . 

Below, by Stuart Raymond, The Broadway, for 


"Dramatic Black’ merchandise— 


leach side of the window, the squares being 
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alternately black and pastel. All the store’s 
women’s apparel windows were devoted to 
this theme and the same subject was made 
the principal motif for newspaper advertis- 
ing. 

The final photograph illustrates a display 
created by Stuart Raymond, The Broadway, 
for a “Make Mine Black!” promotion of 
ready-to-wear for autumn. The card copy 
read: “Dramatic Black — definitely new- 
season in line and accent.” The figures ap- 
peared against a background done in pastel 
green. Autumn leaves and a few squares 





of marbleized paper were sparingly used as 
props. The principal decorative note was 
furnished by a sketch done on deckle-edged 
paper which was suspended by two vertical 
bamboo poles painted a lustrous black. Four 
windows were given over to this theme. 
Unfortunately a photograph is not avail- 
able just now to show a typical example of 
a series of displays which Harvey Pettit did 
ior Robinson's on a “San Fernando Valley 
Ranch House” promotion. Featured was 
apparel for every member of the dilletante 
farmer's family, with the displays having 
a distinctly rustic atmosphere. For exam- 
ple. a corner window showed a group of 
four mannequins inspecting a cow and calf 
In a barnyard strewn with straw and agri- 
cultural implements. The animals were fin- 
ished in gleaming white and each had a 
bouquet painted on its side. As in the fur 
displays mentioned above, all Robinson's 
Women’s apparel windows were devoted to 
this theme. 

Several local stores have recognized the 
more hat” trend with appropriate window 
displays. Among them were the two Bul- 
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lock stores, The May Company where 
Stanley Thompson has just been named dis- 
play manager—Haggarty’s, and Robinson’s. 
Bullock's, tor instance, showed the new 
millinery with a display in which the hats 
rested at widely spaced intervals on per- 
fectly straight horizontal planes. Only one 
mannequin was used, standing at the ex- 
treme left otf the window 


Dittmar Is Appointed 
Carrata Representative 

The appointment of Lothar Dittmar as 
astern representative for Carrata Manne- 
quins, Los Angeles, has been announced. 
Until recently, Dittmar was display director 
tor the Goodyear Tire & Rubber Company, 
\kron, and prior to that time headed dis- 
play for D. M. Read & Co., Bridgeport. 
His territory for Carrata will probably in- 
clude the New England states, New York 
state, and as far south as Baltimore and 
Washington 











Coats made their initial graceful bow on 
State street with appropriately cold sur- 
roundings to make shoppers forget the heat 
of summer. Suits, too, in their new bright 
vied for attention. One of the fine 
suit stories is told in the window of Mar- 
shall Field & Co. at Randolph and State 
streets. The card tacked to a rough lumber 
reads: “L.S.T. (Landing-Ship-Tank) 
also means Lines Suavely Tailored for that 
Suit to Your Fall Season.” The 
display is shown on this page. The clever 
tie-up of a mannequin in the action of 
christening an LS1 
from the 


hues 


lence 


Launch 


attracted much interest 

The platiorm 
white and Flags and 
draped in a 


passersby raised 


was done in gray. 


bunting were most realistic 


The 


The floor was sand covered. 


manner. naval officers wore meticu- 


lous white 
\nother 
the store’s College 


interesting theme at Field’s was 


Shop opening, which is 
The 


gold-and-white 


not illustrated here departure from 


the usual was a color 


scheme. Golden apples furnished the prin 
cipal decor, with classic columns, gold 
frames, white and gold cubed floors and 
screens. As an example, Field's classroom 


window carried the following theme: “Don't 
Be A Dunce—Visit ‘Campus Olympus’” and 
Know Best, It’s ‘Campus Olym- 
pus’ for Wise College Clothes.” The col- 
interior carried out the white 


“Teachers 
lege also 
and gold theme. 

John Moss, Jr., 


: Blum, at 


is Field’s display director. 


Sam The Fair Store, executed 


By JACK POLLARI 


Madigan Brothers, Chicago 


a very splendid group of coat windows with 
the following story: “Never Such Wonder- 
ful Colors—Never Such Beautiful Fabrics— 
Every Coat In This Collection Is Excitingly 
1944, With Wider Tuxedos, Deeper Cuffs, 
New and Lovelier Shoulder Treatments.” 
This color promotion offset with an 
austere white snow floor and white jeweled 
that twinkled like glass chande- 
The backgrounds also reflected cool- 
calling attention to the 


was 


branches 
liers. 


merchandise 


ness, 


presented. 











“Buck” Bowen, at The Hub, went all-out 
in simplicity and luxuriousness in his entire 
battery of coat and suit windows. He “lat- 
eraled” the backgrounds into three distinct 
shades of cool mauve, flanking the corners 
with padded white satin screens. These 
entirely new type screens were ornamented 
with snow crystals 
of mirror and 
with a special glass glue. 


fashioned out of strips 
fastened to the white satin 
The luxurious 
note in each window was a circular mirror 
shelf hung from the ceiling with gold rope 





and tassels—an effective accessory merchan- 
diser. The copy read, “It’s a Hub Tradi- 
tion, A Wonderful Collection of Gorgeously 
Furred “Townley Coats’ for Fall... Every- 
one 100% Wool.” It was interesting to note 
that one’s eye was immediately focused on 
the merchandise shown. This display is not 
illustrated. 

Les Barofsky, Morris B. Sachs & Co., in- 
stalled an entire new set of windows featur- 
ing suits and coats. These displays were 
fashioned into the form of a window within 
a window. The backgrounds were a cool, 
simulated green marbleized paper, as pic- 
tured on page 15. The flowers in the vase 
were in an interesting shade of fuscia. 
The copy that paced the entire series read, 
“From The New Morris B. Sachs Collec- 
tion.” This was lettered on the same beau- 
tiful paper which covered the backgrounds. 

Jay Howe, at Mandel’s, promoted color 
in his gay “Campus Corner” 
The platforms under the mannequins were 


promott n 


—Immediately above, a shoe display by Gor- 
don Keerns for Joseph's Shoe Salon. 

Left. a window by John Moss, Jr., for Mar- 
shall Field & Co., depicting the launching of 
an LST... . (All photographs by courtesy of 


Fred Kuehn & Co., Chicago) — 
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evens & Lo. 


Chas. A.St 


frivolously ruffled in bright plaids. The back- 
grounds were huge blobs of red expertly 
finished and tailored. The copy read, “Our 
Campus Corner is Come In And 
Visit With Our Board of College Experts 
Who Know The What, Where, And How 
And Why Of College Life.” The display is 
not illustrated. 

Bruce Elliott, at Steven's, has designed an 
entirely new type of screen to split his huge 
island window into three groups. It is vers 
simply with three panels and a 
right angle for support. The material is a 
waterfall fluted glass in a frame of white; 
while opaque enough to be a background, it 
also affords daylight in the arcade, which 
adds appeal to the entire front. A colorful 
totem pole sculptured from paper added the 
decorative note to the display shown on this 
page. The card in a frame 
reads: “Your Stevens Fur Coat in a Brown 
Shade is Beautiful from Eight to Dark 
It's a Congenial Escort for Everything you 
Wear.” 

Gordon Keerns, formerly 
Stevens in Evanston but now at Joseph's 
Shoe Salon, created a very effective fall 
setting in mulberry tones to set off the new 
smart black The big white easel 
in the center of the window with a 
flower-fezzed head, called attention to the 
copy reading: “Joseph’s Get On A Fashion- 
able Footing For Fall.” The fringed 
“patches” hanging from the ceiling 
also in tones of mulberry. The display is 
shown in the first illustration on the oppo- 
site page. 

i W. Campbell, at Carson Pirie Scott & 
Co., used huge pens, circular rules and large 
pencils to frame his excellent “College Bul- 
letin Board” series. identical, 
eeerred this theme on large blue ruled note- 
book paper scattered among the 


Open 


designed 


Wot rd easel 


with Edgar A. 


shoes. 
Irame 


were 


Each setting, 


casually 


—Above, a display by Bruce Elliott, for Stev- 
ens. . . . Center, by Les Barofsky, Morris B. 
Sachs & Co.... Upper right, by Catherine B. 
McCullough—one of a series of displays for 
the seven Loop restaurants of Harding's. .. . 
Right, by Sam Blum, The Fair Store— 
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merchandise. 
Year Requirements Right On The Beam 
Limelight Catchers For Anything From A 
Faculty Tea To A Week End—College Bul- 
letin Board Fourth Floor” COpy 
theme. 


“Campus Casuals Meet Four 


was the 


at Goldblatt's, depended on 
large fir trees, snow-spattered, to put ove 


Ray Bianchi, 


the idea that winter is not too tar 
his smart August coat windows 
The dull cold 
and the floors were snow covered. The copy 
Chesterfields - 


away in 
group of 
backgrounds 


were a green, 


Right 


“Bright and 


read: 


Ready To Cope With All Occasions—Ready 
To Go Anywhere For Many Winters.” 
Catherine B. McCullough, display 
ager for John P. Harding Restaurants, in- 
stalled a “Large Cool One”—a 
pended from the ceiling by invisible wires— 
in their smart Loop eating 
The stalks of mint, the lemon perched on 
the lip of the glass, the simulated ice cubes 


man- 
glass sus- 


seven places. 


and the long colored straw made the passer- 


by feel bone-dry just by looking at this 





15 





tempting picture. The side drapes are beige 


Belgian linen. The floor was covered with 
scatter-grass with the word “Cool” spelled 
letters. 


out in modern rope 


Englert Wins Contest 
Promoting Tie Fabrics 

First prize of a $200 War Bond has been 
M. Englert, McFarlin Cloth 
Rochester, N. Y., in a na- 
Fabrics 


awarded to C, 
ing Company, 
tional contest sponsored by the Tie 
Secon l prize, 


Vande 


\ssociation tor Father's day 


S100, went to Richard A. Staines, 


Tulsa 


Grimes Succeeds Duncan 
At Palais Royal 


Following the resignation of Kenneth 


Duncan as display manager for the Palais 
Royal, Washington, O. D 
promoted to fill the vacancy 
Philadelphia, as 
DISPLAY 

\rkow. 


Grimes has been 
Duncan has 
reported 


WORLD, 


Blauner’s, 


joined 
in the July 
replaced Edward 


issue of 


where he 
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Merchandising... 


lts Promises and Obligations 


In this fine article, Albert Bliss, Bliss Display Corporation, New York City, 
proposes the formal adoption of a new designation for the function now known 


as display—but "visual merchandising" 


HIS article has two objectives : (1) a6 
terms, the function 
we now call display. (2) To attempt a 
technique that will 
help us to conform to this new definition. 

In 1913, Harry Bird imported two foreign 
“window trimmers” to work for Wanamak- 
er's. At that time, trade laws restricted the 
importation of certain classes of workmen. 
These laws, however, did not limit the 1m- 
portation of The question, 
“Is window trimming a profession or a 
trade?” was taken all the way to the Su- 
preme Court of the United States, 
the decision was given that “window 
ming is a profession and not a trade.” 

In 1915, a distinguished group of men who 
were then “window 
“window trimmers,” met at the old Waldort- 
Astoria hotel in New York City and unani- 
mously passed the following motion: “Re- 
solved, That the window trimmers or win- 
dow dressers of the United States are mem- 
bers of a profession and not a trade; and 
that henceforth we shall be called display 
managers and not 
dressers.” 

These two incidents show that twenty-nine 
years ago, those people who were then called 
“window dressers” were doing something 
more or different from dressing windows, 
and that they needed a new name to define 
their The term dresser” 
meant very little. First of all, the only per- 
son who ever did anything with the window 
Sec- 


define, in modern 


systematic search for 


professionals. 


where 
trim- 


called dressers” or 


window trimmers or 


jobs. “window 


was the glazier or the window washer. 
ondly, even though the term “window” was 
accepted to mean the area-in-bulk in back 
of a glass which 
area from the street, the 


piece of separated this 
term did not em- 
parts of the store where these 
their trimming or 
namely, ledges, counters, tables or shelves 
inside the store. While the term “trimmer” 
or “dresser” indicated an action, it did not 
clearly state a responsibility or an author- 
ity, both of which were rapidly 
part of the function. 


brace othe 


men did dressing ... 


becoming 


What did these men mean when they chose 
the new 


name of display manager? The 





has obligations as well as opportunities. 


“to untold; to spread 
out; to stretch out; to expand; to spread 
before the view; to exhibit to the sight or 
to the mind; to manifest; to show or dis- 
The means 
who controls or 
skillfully or copes with; one who conducts, 
administers; a person who con- 
affairs with 
who steers carefully or cautiously.” 

In other words, the old window trimmer 
of 1915 became a person who “controlled or 
directed, carefully and cautiously and with 
economy, the unfolding before the view or 
exhibiting to the sight or to the mind of 
something to somebody.” If we supply the 
something and the word 
customer for somebody, we have a very good 
definition of the function, but not a complete 
one—because there is no statement of what 
purpose this above action is to be put to. 

Let's call up experience to tell us more 
about this purpose. What has the display 
manager been trying to do? 

He has tried to be a good housekeeper, an 
appropriate stylist, a dramatist, a craftsman, 
an artist, a bookkeeper, if not an economist. 

But are not all these actions part of a 
whole objective, vet to be defined? Is there 
a greater control to be discovered that 
serves as a yardstick for measuring the 
competence of the goud housekeeper, stylist, 
dramatist, craftsman, or bookkeeper ? 

There is, because 1f the store did not sell 
merchandise we'd have no house to clean, 


word “display” neeans 


close.” word “manager” “one 


directs; one who handles 
guides or 


ducts business economy; one 


merchandise for 


no books to keep, nothing to style or drama- 
tize and no job to fulfill. Therefore, let's 
suggest that the display manager of 1944 
consider the adoption of a new definition 
of the function we have been calling “dis- 
play managing,” as follows: 

This function is the controlling or direct- 
ing carefully, cautiously, and with economy 
... the unfolding before the view or exhibit- 
ing to the sight or to the mind ... of mer- 
chandise to customers, with the purpose of 
selling this merchandise to these customers. 

When the window dressers, in 1915, real- 
ized that they were doing something more 


than and different from dressing windows, 


AUGUST, 1944 


they chose a new name—display manaver, 
Now that the display managers in 1944 rea]. 
ize that they are doing something more con- 
crete than managing displays (namely, <el]- 
ing merchandise), they should choose a new 
name to express what they are doing. § ft 
should be a name that exactly defines an 
action of selling. It should fit 
of responsibility and establish spheres of 
influence and authority within the economy 
and society of the retail structure. We 
should take particular note that this selling 
is to be done silently, through the eye, with 
an appeal to the mind. Therefore it is visual 
selling. 

Therefore in searching for a new term for 


boundaries 


the display function, it becomes clearer that 
the word visual should be used. 

But this word is an adjective and does not 
profess an action. We 
action is to be selling; 


have declared our 
consequently we n ay 
say with greater clarity and force that ou 
function is one of visual selling. 
still not complete 
indicate what we sell 
merchandise. This word merchandise is a 


However, 
this term is because it 
does not namely, 
It can also be used as an intransitive 
verb denoting an action of trading or sell- 
ing. Logically then, our function should be 


noun. 


more rightly called one of visual merchan- 
dising, and those guiding this 
visual merchandisers or 


action are 
visual merchandise 
managers. 

Therefore, may we consider a second mo- 
tion? Resolved, Because the term display 
manager does not properly define the mod- 
ern function of our profession, we now adopt 
the term visual merchandising 
and the title visual merchandise manager in 


for display 


place of the title display manager. 

function 
better than “display manager,” which im- 
plies that our all-inclusive job is to place 
merchandise throughout the store and in the 
windows. This is our paramount function, 
but we also do other things that the word 
display does not indicate. For example: 
We do fashion shows; plan institutional 
promotions ; tell all-inclusive fashion stories ; 
decorate the restaurant; decorate the front 
of the store; design War Bond _ presenta- 
tions, ete. 


This title defines our complete 


The term visual merchandising is a more 
complete term because fashion shows, Civic 
visual presentations, and War Bond drives 
are all part of visual selling. We either 
sell a specific piece of merchandise or we 
sell our entire institution. 

While this new title suggests dignity and 
importance, it responsibilities tar 
than now 
proclaim that we, as visual merchandisers, 
through the devices of visual merchandis- 


carries 


greater those we assume. We 


ing, can be and will be responsible for actual 
sales. It implies that if we do sell and 
can prove that we sell, our salaries can be 
increased in direct the in- 
crease of sales that we can prove we make 
It also implies that if it can be proved that 
we tail to sell—we can be fired. 


proportion to 


accept this term, “visual merchan- 
note that this tunction 
merchandise has beet 


If we 
dising,” we should 
aiter the 
It is our job to show whatever mer- 


starts 

bought. 
chandise is bought: to the right people, 
the right place, at the right time, and in the 


[Continued on page 50] 
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enta- Mark the name “Darling” and these facts in your “memory book”’...In displays for store 
windows and interiors, it’s Darling design that counts. Darling design combines the 
more : P : 3 ; - i i iy 
civic new with the practical. Darling design is the result of years of experience in “‘store- 
rives tested” displays... And in fabrication, Darling’s reputation is unsurpassed, for quality 
ither : F 
ee and craftsmanship. Then, too, Darling has always been known for values. So when 
you need displays, think of Darling first... Distributors in principal cities. L. A. Darling 
_ Company, Bronson, Michigan. New York Office and Display Rooms, 735 Marbridge 
lar . se F ‘“ ~ r , 
We Building, 47 W. 34th Street, New York 1, New York. 
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r in 
the The Darling Metal Plant at Bronson, Michigan, flies the Army-Navy “E” 





for Excellence in War Production. For the duration, Darling’s metal pro- 
duction is 100% for Victory Remember, Darling Metal Display Fixtures 
are ‘Worth their ‘Wait’ in Gold’’. They will be better than ever before. \ 








ee By FRANK G. BINGHAM 








August, the hot weather month, and dog 
days, becomes more than hot for Germany 


and Japan who are rapidly going to the 
dogs . predictions of peace by Christmas 
. even sooner . displays for that great 


day are a must more so than for the inva- 
sion timing is important ideas for 


Victory displays are many, but few will ring 


the bell again caution simplicity 

sincerity, but no appeal for business, 
except Bonds yes, it is worth racking 
your brains and remember we probably 
will still be at war with Japan and War 
3onds will still be the best buy until the 
yellow peril is put to bed with American 
shovels. 


The power of the show window is demon- 
strated in this little submitted to 
Coronet by Private Joe Roviello: A small 
candy store in Northern Ireland displayed 
a large sign in the window stating that they 
had American candy Lined 
up outside were hundreds of Yanks waiting 
for the shop to open. A short, fat Irishman 
in civilian clothes passed along the line and 
A tough sergeant 


story 
sale. 


bars on 


almost reached the door. 


shoved him back to the rear of the line 
and told him to quit chiseling. In a few 
minutes, however, the litthe man was back 
edging up to the front of the line again. 


Again the sergeant nailed him and put him 
back. All was quiet until the sergeant saw 
the man working his way up for the third 
time. The rushed to him, but the 
man shouted: “So help me, if anyone lays a 


sergeant 


hand on me, I won't open the bloody shop!” 


At the Chicago Display Market Week I 
was called everything from Westbrook Peg- 
ler to a communist and one good soul ac- 
cused me of trying to put the International 
Association of Display out of business by 
writing occasional criticisms of the way it 
has been run. Another urged: “If you can't 
write anything good about the I. A. D., don't 
write about it at all.” If telling the truth 
to my what the first individual 
really means, I here and now plead guilty 
on all counts. This column will never put 
any individual, group or organization out of 


readers is 


business. It is weak officers, weak direc- 
tors, and weak membership that puts  or- 
ganizations out of business, not simple 


words from a worn typewriter. And words 
of praise for good jobs well done appear 
frequently in this 
well know—but there won't be 
undeserved. 


readers 
that 


column, as my 


any are 
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Think this ever 





A letter from a Southern displayman tells 
me about his reactions to the Chicago meet- 
ings of the I. A. D. He writes: “After try- 
ing for a month to “Think This Over,’ I give 
up and am, unfairly to you, writing this 
‘gripe.’ I should have cooled off by now— 
but no, so here it is: The first day of the 
Chicago Display Market Week I tried for 
some minutes to pay my dues to the I. A. D., 
but [ think the ‘big shots’ thought I was a 
post or a men’s mannequin. I was com- 
pletely, thoroughly and insultingly ignored 
and if I hadn't been fast on my feet I'd have 
walked Ah, me! Such disillu- 
-my (names omitted but 
listed in the letter), fellows whose work I've 
admired, wouldn't even take my $5 right up 
to the table reserved for that purpose ° 
The was a flop and I 
guess getting so disgusted the first morning 
spoiled the rest of it 


been over. 


sions heroes here 


convention to me 
for me.” 
Conventions and market weeks are busy 
affairs, but the officers and directors have 
taken an obligation to promote the profes- 
sion, and “gripes” like this one should never 
am sure will not happen 
because the new managing director, 
Spies of St. friendly, 
sincere fellow, who would no doubt 
aside in a 


happen. = | they 
again 

Roland 
smiling, 


Louis, is a 


push the so-called “big shots” 
hurry for any fellow who wanted to pay his 


dues. 


Many younger men in this profession look 


up to men who have “arrived” and_ hold 
positions in larger stores. They more or 
less symbolize goals they hope to reach 


some day. I don’t think it would be asking 
too much for these men to reach out a hand 
when they meet a fellow on the way up. 
By that simple kindness they may send _ in- 
spiration from their hand to his that will do 
wonders for his advancement in this busi- 
Perhaps this is why the display pro- 
taken so advance in 
years. 


ness. 
has long to 


fiity 


fession 
nearly 

An interesting letter from William L. 
Baer, formerly with Bois Smith Company, 
and. “Willie” to his 
friends, was received from France recently. 
“You can see from the 
am at present. Our job 
consists of keeping civilians out of the way 
of combat troops so the story of 1940 does 
repeat itself. I am a clerk interpreter 
jeep driver. I work always with the 
I am in good health, but just 
a little dirty and we all hope the job here 
will be done in the not so distant future. 


known as host of 
He writes, in part: 
above line where I 


not 
and 
same officer. 
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t present I am stationed in an abandoned 
rm house, but often we sleep in fox holes. 
ne would rather dig than be hit. We see 
any German prisoners, and they are dirty 
nd depressed. Mention me to all my friends 
nd tell them how we all appreciate what is 
one for us at home, especially the Red 
toss. 


To those who know “Willie” I need not 
mention his personality, which was always 
shining, but to others I might mention that 
he was educated in England and came to 
America rather than go back to Germany. 
His parents, now living in New York, owned 
the largest department store in Frankfort, 
Germany, and came to this country with 
less than $200. The store and their lifetime 
earnings went to the Nazis. Willie, speak- 
ing French, German, Spanish and English 
fluently, is well cut out for his road-clear- 
ing job and from the latest dispatches con- 
cerning the American blitz he must be doing 
a super deluxe job. His address: T/5 Wil- 
liam L. Baer, 32990047, Headquarters, 83rd 
Inf. Div., Civil Affairs Section, APO 83, 
Postmaster, New York City. 


Wordisplays: Henry Smith, assistant to 
Everett Quintrell, Elder & Johnston, Day- 
ton—who is now in Bougainville or some 
other island nearer Japan—writes back to 
ask what a girl looks like. Two years with 
the heavy artillery, 37th Division, in the 
South Pacific could make most anyone for- 
Better send him a mannequin, Everett. 
Fred Johnson, Escanaba, Mich., joins 
Delta Hardware Company, same city. . . 
Arthur Alvin Kaplan, son of Jack Kaplan, 
Timely Service, New York, in the army 
with the 337th Infantry, featured in 
Life magazine in an early June issue. 
Harold Hull, Buck’s, Inc., Wichita, thought 
New York hot weather very mild. Is it that 
hot in Wichita? ... Eddie Lisle Haliburton 
is often called “Rayon” by his friends now. 

John King, former I. A. D. secretary, 
is an old father—and a proud one. His one- 
year-old daughter is named Virginia Joy. 

Vid Rosner, H. P. Selman Company, 
Louisville, is a full citizen now and is he 
happy! Nothing in the world is as fine, not 
even sterling, he says. . . John Mackey 
joins J. W.. Robinson Company, Battle 
Creek, Mich. A fine displayman back in 
display and the best of luck to you, John. 

Dave Osterland in his room at New 
York went to the ringing telephone and au- 
tomatically answered: “Display  depart- 
ment.” Always on the job, Dave? .. . Nat 
Wylie had a picture of himself in DISPLAY 
WORLD many years ago and showed it to 
me in Chicago to prove that he really looks 
younger now. Lane Coy, Stensgaard's 
rival in Bloomington, Ill, years ago, joins 
Midlin’s, Kansas City. He was hired by his 
the boss guessed 52—Lane said you'll 
pay 67. Hans Wagner, George Wagner. 
and Jim Wagner are brothers. Hans 1s at 
The Vogue, Chattanooga, and his hobby ® 
raising coon dogs. George is at Brandets. 
Omaha, and his hobby is photography, and 
Jim is an artist for a theatre in Memphis, 
and his hobby is magic. All three could 
earn a nice living from their hobbies " 

Mrs. Claude Adams joims 
[Continued on page 30] 


get. 


was 


age 


need. be. 
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ew! FACIL BENGALINE 


New, exclusive Facil Bengaline 38” wide, $1.50 per yard. All Fall and 
Christmas colors. A magnificent rich new fabric of outstanding distinction. 


KWILT BLOX=— 


Beautifully made of Fine Quality 
Velvet Plush on Heavy Buckram 
Backing. Ideal for hundreds of uses 
such as Counters, Showcases, Back- 
grounds, Valances, etc. 

ie eg ee A NOW READY FOR 
ome i et ed IMMEDIATE DELIVERY 


c to 
with 


a ‘ —s . in the following colors—White, Yel- 


for- low, Rust, Wine, Orange, Red, + ERO MEDIUM EWILT BLOE 


10%" x 10%,"—$0.55 ea. 
weak: No. KV6é—DOUBLE VALANCE BLOK— 


15" x 15” $0.99 ea. Emerald Green, and Royal Blue. ro ee 


oins 181," x 181,""—$1.50 ea. 


“ CHRISTMAS RIBBONS, 


1 in 


“a FANCY PAPERS, HOLLIES— 


that 
ton We have a tremendous stock of these items that are available in 


now. a wide variety of numbers—at extremely low prices. 


tary, 
one- 


2 ALLIGATOR LETHOR= 


s he 
, not Now available—Alligator Lethor for flooring and many display 


oat uses. A new and efficient war-time flooring and versatile display 


- i material. Washable, sun-proof, heavy, strong, and flexible, this 
John. coated fibre material has a deep alligator finish. 54'' wide. Low 
New . d 

{| au- priced. 
part- 


eh Available in all attractive popular display colors — White, Egg- 
LAY shell, Light Green, Yellow, Pink, Light Blue, Tan, Rust, Orange, 


it to Burgundy, Royal Blue, Red, and Emerald Green. ALLIGATOR LETROR 
looks 


iard’s 


joins Our Complete Booklet Will Be Mailed Upon Request 
ser Write for it Today! 
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DISPLAY 


...on and off the record 





—Carl Lorenzo O'Keefe, 
vice-president of L. A. 
Darling Company and in 
charge of that firm's New 
York City office, is the 
doting father. The bundle 
from heaven is his first- 
born, just nine months 


old— 


—lIt's pretty tough being a mannequin in 


sub-zero weather, especially when gas —This lovely lady is Joyce Allan, cast 


rationing makes it necessary for George 

V. Kelly, Hecht Fixture Company, Chi- 

cago, to deliver the figure via shanks- 

mare to a nearby customer. Ray J. 

Hecht and Miss Catherine Powers are 

at the left, and two amused spectators 
look on— 


—"A bunch of the boys were whooping it 
up..." But the scene is not the Malemute 
saloon of Service's poem; it's the Hotel Mor- 
rison during the recent Chicago Display Mar- 
ket Week. The gentleman at the left in the 
Demosthenes pose is Clarence Picard, Stuart's, 
Milwaukee, and president of that city's fine 
display club— 


as ''Fuffy"’ in ‘Junior Miss'’ at the open- 
ing at Cedarhurst Playhouse on Long 
Island. If you can take your eyes off 
the picture long enough to read this, 
you'll learn that she is the daughter 
of Murray Leavitt, who for many years 
has been display director for American 
Safety Razor Corporation, Brooklyn— 


—Caught by the camera at Billy Rose's Dic 
mond Horseshoe, New York City, are, left 
right: Mrs. Marvin Agins; Sgt. Agins, for 
merly operating Marvin Displays, New Have 
Conn., and now in the Air Corps; Howard 
Harter, Royal Paper Corporation, New Yo 
City, and John L. King, Joseph Podgor Com 
pany, Philadelphia. Mrs. Agins conducts h 
husband's business during his absence— 
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It’s The 


Follow- Through 


That Counts! 


So says Everett Quintrell, The Elder & Johnston Com- 
pany, Dayton, and illustrates the maxim with a display 
promotion for "Vanity Fair" lingerie. Four window dis- 
plays were given over to the merchandise, one typical 
example being shown in the photograph. The follow- 
through came with related displays on ledges and with 





special interior floor displays, as pictured here. 
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SCHACK’S 





mounted on wood painted base. 


No. 9988—Complete. .. $1 





Baby Gazelles 


Plaster cast and finished in flock. 
Gazelle stands 19 inches high over all 


and the base is 101/ inches by 6 


inches. Any colors desired on finish. 


Consists of one Gazelle and base. 


CHRISTMAS FANTASIES 


Santa Andirons 


Completely finished in bright colorings. Face 
ruddy, hat flocked in colors and stems in red 
and white candy striping. The base irons are 
finished glossy black. 


The Log is of natural wood 36 inches in 
length and 5 inches in diameter. The deco- 
rations are made of frosted pine heads 
studded with brightly colored glass Christmas 
Balls. The Plaster Andirons are 32 inches 
high over all, the iron bases have a spread 
of 18 inches and extend back 17 inches. 


No. 9989—Complete as shown $45.25 
No. 9989A—Andirons only... $37.75 


No. 9930—Log and Pine 
Decoration $ 7.50 


Unit 
The 


3.00 





to visit our 





You are cordially invited 


NEW DISPLAY ROOMS 














319 WEST VAN 





chack’s 


Frcs 12008! 
BUREN STREET .. CHICAGO 7, ILLINOIS 
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Durham Is Elected 
By St. Louis Club 
Members of the St. Louis Display Guild 
met July 18 at the Hotel 
officers for the coming year. 


Lennox to elect 

The following 
were named: president, S. J. Durham, Ely 
& Walker Dry Goods Company; vice-presi- 
dent, Ed Weil Clothing Com- 
pany; secretary, C. Billingsly, Jaccard’s; 
Stoppenbrink, Williams Shoe 
Company. The board of directors includes 
E. Smith and Tom Kenna, Famous-Barr 
Paul Klories, Union Electric 
Syl Rieser, Stix, Baer & Fuller 
Otto Kline’s, and Ed 
Laclede Gas & Light Company. 


Gallagher, 


treasurer, J. 


company ; 


‘company ; Lasche, 


( 
Company ; 
( 
Lamprich, 


Southern Association Plans 
Meeting For Next Spring 

Guy Malloy, display director for Neiman- 
Marcus, Dallas, and president of the South- 
ern Display Association, reports that plans 
nicely for the S. D. A. 
scheduled for the last 
To be held in Houston, 


are progressing 
meeting which is 
week in April, 1945. 
the meeting is 
Educational Conference” 
that it will cover every phase of display 
work. Eddie Foley 
John Sorenson, Battlestein’s, both of 


designated as a “Postwar 


and Malloy states 


Brothers, and 
Hou- 
cochairmen in charge of arrange- 


Rose, 


ston, are 
ments. 
“Robert Blanche, New 
Orleans, is in charge of the clinical re- 
search division of this meeting,” Malloy 
writes, “and Ted Solomon, A. Harris & Co., 
Dallas, is in charge of ‘display’s gadget 
museum;’ this alone should be worth a trip 
to Houston to see. Mrs. Lolita Staines, 
Vandever's, Tulsa, will be in charge of the 
demonstration division; this will 
be a program within itself in 
which women will demonstrate their artis- 


Findlay, Maison 


women's 
complete 


a 
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tic ability to arrange fashionable and eye- 
catching displays. Mrs. F. A. Rhoads, 
Chattanooga, wife of our secretary-treas- 
urer, is at present working on organizing a 
women’s auxiliary whose members will be 
the wives of display directors in our asso- 
ciation. 

“Arrangements have already been made 
for a number of outstanding exhibitions and 
during this meeting. The 

firms will be announced 


demonstrations 
names ot these 


shortly.” 


Munsingwear Float Wins 


In Minneapolis Event 

The float entered by Munsingwear, Inc., 
was judged the grand sweepstakes winner 
and the “best costumed entry” at the fifth 
annual Aquatennial parade held in Minne- 
apolis July 22. Three enormous shocking 
pink fish, six glamorous mermaids and a 
fan-like coral formation topped the water- 
green float. The fish had electrically 
lighted green eyes, movable fins and tails; 
each was ridden by a mermaid, while Mun- 
“Queen” and two mermaid at- 
tendants also rode the float. 


singwear's 


Cash Prizes For Displays 
On Letter Writing Week 


The annual window display contest spon- 


sored by the Paper Stationery & Tablet 
Manufacturers Association, 527 Fifth ave- 
nue, New York 17, in connection with Na- 
tional Letter Writing week has been an- 


nounced. The week will be held this year 
October 1-7, inclusive. 

A total of $660 in 
awarded for winning displays in four classi- 
fications: department stores, stationers, va- 
riety chain stores, and drug stores and other 
retailers not included in the first three 
groups. Full details can be obtained from 
the association at the address given above. 


cash prizes will be 


—Judges of the Fifth War Loan display contest, sponsored by the National Association of 
Display Industries and DISPLAY WORLD, meet in New York City to select the winning entries. 
Seated, left to right: Walter K. Nield, vice-president, Young & Rubicam; Lew Hahn, general 
manager, National Retail Dry Goods Association; R. C. Kash, editor, DISPLAY WORLD; Irma 
Ericsson, advertising manager, Shulton, Inc., and Commander Edward J. Steichen, U. S. Navy. 
Looking on at the left is Charles W. Alexander, War Advertising Council, and at the right is 


Edward Pulte, chief of the retail division, War Finance Staff, United States Treasury— 
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Expansion Is Planned 
By Grossman & Silvers 

A complete remodeling and expansion pro- 
gram is being undertaken by Grossman 
Silvers, Inc., 921 South Los Angeles street, 
Los Angeles 15, it is revealed by Harry A. 
Silvers, president of the firm. “We are 
building the most beautiful showrooms in 
America,” he writes, “and will shortly re- 
machine, re-tool, and expand our operations 
generally in all departments as fast as it is 
permissible in keeping with the war effort 
and as fast as materials are available.” 

The firm, which specializes in the manu- 
facture of display fixtures, artificial flowers, 
and other display items, reports that its staff 
is hard at work anticipating design and ma- 
terial changes for the postwar period. 





Adler-Jones Company 
Appoints Two 
The Adler-Jones 
Wabash avenue, Chicago, announces the ap- 
pointment of two men as sales representa- 
tives. Carl Heidt, with twenty-five years’ 
selling experience in this field and a wide 
acquaintance, and Harry Mich, with Adler- 
Jones for some, years, are the appointees. 
They Ernie Meier and Al Cook, 
who resigned in order to form their own 


Company, 521 South 


succeed 


display firm as noted elsewhere in this issue. 





Magazine Publicity 
For Staples-Smith 

Construction details in the papier mache 
and paper sculpture work of Staples-Smith 
New York City, are interestingly shown 
in a spread of photographs in the July issue 
of Click. A forthcoming issue of Coronet 
magazine will show, in color, a number of 
scenes in the display firm's studios. 





T. J. McClelland Joins 
Marquardt Display Division 

Thomas J. McClelland is now connected 
with the display paper division of Mar- 
quardt & Co., 155 Spring street, New York 
12. He was previously vice-president of 
Sanderson Products, Inc., distributor of 
English fancy papers, and as general man- 
ager of the Mary Lull gift wrap service. 
Marquardt’s display paper division is now 
concentrating on supplying sheet-size stocks 
for display backgrounds, paper sculpture, 
artificial flowers and the like. 








COMING UP! 


National Aviation Day—August 19. 
Anniversary of the Founding of the 
Red Cross in 1864—August 22. 

Labor Day—September 4. 

Lafayette Day—September 6. 

Star Spangled Banner Anniversary— 
September 13. (Written 1814.) 

Constitution Day—September 17. 

Autumn Begins—September 22. 

American Indian Day—September 29. 

National Letter Writing Week—Octo- 
ber 1-7. 

Fire Prevention Week—October 8-14. 

National Business Women’s Week— 
October 8-14. 

Columbus Day—October 12. 
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Pause one brief moment. Compare your lot—and 
that of the men and women in your employ—with 
the lot of the infantrymen who meet the enemy 
face to face, who do the hardest fighting, who 
suffer the most casualties. 


Let the full impact of war’s unending grimness 
swiftly convert any tendency toward complacency 
into revitalized urgency. Remember—the war is 
not yet won. 

As top management and labor, you’ve been en- 
trusted with two major responsibilities—steadily 
maintained production, and steadily maintained 
War Bond Sales through your Pay Roll Savings 
Plan. 


Decide now to revitalize your plant’s Pay Roll 
Plan. Have your Bond Committee recheck all 
employee lists for percentages of participation 
and individual deductions. Have Team Captains 
personally contact each old and new employee. 
Raise all percentage figures wherever possible. 


Don’t underestimate the importance of this task. 
This marginal group represents a potential sales 
increase of 25% to 30% on all Pay Roll Plans! 


Your success will be twofold: A new high in War 
Bond Sales; and a new high in production. Be- 
cause a worker with a systematic savings plan has 
his mind on his work—not on post-war financial 
wotries. He’s taking care of the future now. His 
own. And his Country’s future. Help him! REvI- 
TALIZE YOUR WAR BOND PAY ROLL SAVINGS PLAN. 


Official U. Ss. Coast Guard Photo: The elevator to a Coast 
Guard-operated transport hospital 
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oO The Treasury Department acknou ledges with 
a Zack the Ahack J appreciation the publication of this message by 
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OTHAM 
GODS? 


By "TELLOU" 


In the midst of a record heat wave New 
York manufacturers have been busy pro- 
ducing clever and unusual displays for the 
cold months. Displaymen who visited in 
the city the past month found relief in 
showrooms resplendent with cheerful and 
frosty ideas for fall and Christmas displays. 

Jac M. Lesser, sales promotion manager 
for several years for the Display Manufac- 
turers Mart, is associating himself with 
Herbert Lord Radus, formerly display di- 
}aumann for the past 
have taken over an 


rector for Ludwig 
fifteen years. They 
entire building and are planning to have 
their new showroom open September 1. The 
new address is 34 West 35th street. 

Nat Siegel is blueprinting the redecora- 
tion of his showroom for the fall and plans 


THE DISPLAY PARADE 
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to do it in a clever arrangement of har- 
monious color combinations. 

The following out-of-town 
visited various New York display 
rooms during the past month: 

Dean, Marshall 
Clay Billingsley, Jaccard’s, St. 
Louis; Thelma Spence, Nieman-Marcus, 
Dallas; Lloyd Redfern, Sibley, Lindsay & 
Curr, Rochester; S. E. Thompson, now with 
The May Company, Los Angeles; M. Nel- 
legar, W. T. Grant & Co., New York City. 

John W. Rockefeller, B. F. Deweese & 
Co., Philadelphia; Mary Lou Bond, Kerr 
Dry Goods Company, Oklahoma City; M. 
Harney, Filene’s, Boston; Mrs. Toreson of 
Bullock’s, Los Angeles; Lee Court, Filene’s, 
Boston; William Munford and Homer Kep- 
hart, Thalhimers, Richmond; Mr. Yost of 
G. Fox & Co., Hartford; Carl Gronitz of 
Stewart & Co., Baltimore. 

Jerome Seder, Frank & Seder, Pittsburgh; 
Emory Sharpe, L. S. Ayres & Co., Indian- 
apolis; Joseph Menassie, Joseph Horne & 
Co., Pittsburgh; Beatrice Shuler, La Salle 
& Koch Company, Toledo; A. Nichols, S. 
Kann & Sons, Washington; Grace Everest, 


displaymen 
show- 
Gretchen Field & Co., 
Chicago; 
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Scruggs, Vandervoort & Barney Company, 
St. Louis; E. Dachow, The Grand, Milwau- 
kee; Bert Lerner, Federman Company, 
Bridgeport; L. V. Hawes, H. G. Munger & 
Co., Herkimer, N. Y.; Charles Coplon, 
Mother & Daughter Stores of Raleigh, Wil- 
son and Winston-Salem, N. C.; Mr. Soren- 
son, The Shepard Company, Providence, 
Rhode Island. 

Charles Rogers, Hahne & Co., Newark, 
N. J.; Arthur Gray, Lansburgh & Brother, 
Washington; K. V. Burnham, Rich’s, At- 
lanta; John Boulware, Miller & Rhoads, 
Richmond; Mr. Clark, The Lindner Coy, 
Cleveland; Harold Martens, Halle Brothers, 
Cleveland; Donald Earle, Morehouse-Mar- 
tens, Columbus; FE. C. Phillips, L. S. Ayres 
& Co., Indianapolis; Miss Selinger, Carl’s, 
San Antonio; Norman Earls, B. Siegel 
Company, Detroit; R. H. Wessner, Hess 
Brothers, Allentown; W. T. Isaac, Lane 
Bryant, Baltimore; A. Mallet, Luckey-Platt 
Company, Poughkeepsie; A. Saltman, Dixie 
Sport Company, Los Angeles. 

Miss Houston, Chapell’s, Syracuse; John 
Sims, Harzteld’s, Kansas City; Fred Hei- 
delberg, Gimbel Brothers, Milwaukee; A. 
Malehorn, Wyman’s, Baltimore; J. A. Sop- 
ham, Smith-Murray Company, Bridgeport; 
Ray Reed, The Higbee Company, Cleveland; 
Ray Knight, Belk Stores, Charlotte; J. 
Gwyn, Nevins-Voorhees Company, Trenton; 
Jack Horten, Charles David, Inc., Phila- 
delphia; Tommy Dean, Smith & Welton, 
Norfolk; Fred Cayer, McCartay’s, Woon- 
socket, R. I.; L. A. Allen, Louise Frock 
Shop, Ottumwa, Iowa. 


Ed Pulte Joins 
McCall Corporation 

For the past three years chief of the re- 
tail stores section of the Treasury’s War 
Finance Division, Ed Pulte has resigned to 
join the McCall Corporation as special rep- 
resentative. Pulte, well known to many dis- 
playmen through his work with the Victory 
Display Committee and other display pro- 
motions, will take over his new position 
after the Sixth War Loan drive is com- 
pleted. 


Own Firm Formed 
By Arkow 


Following his resignation from Blauner’s, 
Philadelphia, Edward S. Arkow has estab- 
lished his own display firm at 1015 Chestnut 
street, in the same city. His service 1n- 
cludes a complete display designing and in- 
stallation job for smaller stores which do not 
have their own departments; a designing 
and production service for advertising agen- 
cies and manufacturers, and a promotional 
and store-planning service for new stores. 


Claude Adams Leaves 


Tailored Woman 

The resignation of Claude Adams from 
The Tailored Woman, New York City, has 
been announced. Adams will head a new 
firm, Promotional Products Company, and 
for the time being will promote helicopter 
exhibits. During his stay at Tailored 
Woman, Adams set up a display department 
for the company. 








Te 


lit 


all 
ch 
we 


eq 


Ke 


dis 
St 
sti 
as 


clic 


chi 
let 
ap] 
Be 


an 
for 


ter 


aw 
ant 


dre 







44 


ers, 
far- 
yres 
rl’s, 
gel 
less 
ane 
‘att 
ixie 


ohn 
lei- 
A. 
Op- 
Ort; 
ind; 
1a 
fon; 
ila- 
ton, 
ON- 


-ock 


Fe- 
War 
d to 
rep- 
dis- 
tory 
pro- 
tion 
om- 


er’s, 
tab- 
tnut 

In- 
| in- 
» not 
ning 
ven- 


onal 


res. 








AUGUST, 1944 


Milt Larson Returns 
To American Fixture 
After several years with the L. A. Dar- 





—Milton Larson— 


. . . . | 
ling Company, Bronson, Mich., Milton Lar- | 


son has returned to his former affiliation, | 
American Fixture & Mfg. Company, St. | 


Louis. His title with American is chief 
product designer and his duties will include 
advertising supervision and sales promotion. 
He will also work out a complete postwar 
line for Korrect-Way Display Products. 
Larson has spent some seventeen years in 
all phases of display product design, in- 
cluding advertising displays, mannequins, 
wood and metal displays, and chain store 
equipment, and is well known for his ability. 


W. L. Wardrip Is Named 
Kaufmann Display Head 

The appointment of W. L. Wardrip as 
display director for Kautmann Department 
Stores, Pittsburgh, has been announced, thus 


stilling the display field’s wide speculation | 
as to whom would replace Laszlo Gabor, who | 


died recently, with the well-known firm. 
Wardrip was recently honorably  dis- 


charged from the Merchant Marine. (A | 


letter mentioning some of his experiences 
appears in “Your Column” in this issue.) 
Before the war he was display director for 


I. Miller Shoe Company, New York City, | 


and prior to that was in charge of display 
for Hahn's, Washington. 


A. W. V. S. Contest 
ls Extended 


Originally scheduled to run from June 1 
to August 15, the national display contest 
of the American Women’s Voluntary Serv- 
ices has been extended until September 15, 
it is announced by the national headquar- 
ters at 345 Madison avenue, New York 17. 
War Bond prizes totalling $2,500 are to be 
awarded in several different classifications, 
and details can be obtained from the ad- 
dress given above. 


Ex-Display Factor 
Killed In France 


Word has been received of the death of 
Lawrence Craig, former representative of 


the Crystal Fixture Company, Chicago, who 
was killed in action in France while serving 
as a first lieutenant in the infantry. Until 
he entered the service three vears ago, Craig 
covered the Michigan, Iowa and Nebraska 
territory for Crystal. 
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kven a DIAMOND 


Needs a Setting! 


Place a diamond in the palm of your hand— 
then on to a strip of black velvet and see how 
it suddenly comes to life . . . with all the bril- 
liance and fiery beauty that this precious gem 
possesses. 


A simple technique such as this dramatically 
demonstrates how powerful is the medium of 
display. 


Today, more than ever, when ideas as well as 
merchandise are sold through effective display, 
we feel privileged to have contributed to the 
outstanding show windows of America. 


Approaching 50 years of Display Progress 
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EVENTUALLY 
... Why Not Now? 


By JACK CLEMENS, Sales Promotion Manager, 
The Adler-Jones Company, Chicago 


Many stores charge off up to 50 per cent of their main floor rental to 
windows, and with this in mind as evidence of display's promotional value 
Clemens asks why it is not logical for display to be given a greater 
portion of the store's total publicity dollar . . . one third for display. 


that many stores - 


ECORDS show 
especially in metropolitan 


charge off as much as 50 per cent of 
their main floor rental to windows. 


centers 


Why? There must be some basis for it. 
Certainly it must be based on computed 
value—else retail management must admit 


that its judgment in this important admin- 
detail is wrong, and that their 
“charging” the use of window 


istrative 
basis for 
space to the various departments that use it 
is wrong. 

Is it not that they consider window space 
the most valuable space on the main floor 


or in the entire store? What else can it 
mean ? 

Granted, then, that window space is so 
recognized at least, insofar as rental 


charge-offs are concerned—let’s look at the 
records again, and see what has been, or is 
retail 
most-valuable-space-in-the-store 
commensurate 


being, done by management to see 
that this 
produces 
with its valuation. 

In practically all cases, the space is being 
“used.” In many cases, that’s all that can 
be said for it. In some cases—representing 
the very extreme minority—it is being used 
somewhat to the extent in effectiveness that 
its valuation justifies. Why this very small 
minority is difficult to understand. 

Of course, the why full 
can not be derived from this valuable win- 


sales and_ profits 


reason benefits 
and interior display space, so long as 
present budget methods exist, is clear. The 
simple fact is that sufficient funds have not 
been alloted to display to enable it to pro- 
with the value of the 


dow 


commensurate 
or the selling job it is capable 


duce 
space itself 
of doing and could do if it were given the 
same proportionate that has 
been given other promotional activities be- 
ing utilized by the store. On the surface, 
this condition appears to be most inconsist 
ent. But let’s see what it looks like under 
the surface. 

Without 


over the 


opportunity 


wanting to create a controversy 
other let's, for 
example, consider newspaper advertising as 


merits of media, 





comparable to display. Primarily, when a 
store places an advertisement in a 
paper it buys two things—white space and 
circulation. The newspaper is merely a 
“carrier” of the printed message. What the 
that white what 


hnews- 


store does with space 1s 
counts. 

Obviously, any store that 
value of effectiveness in advertising makes 
certain that this white contains at- 
tractive illustrations and appealing copy and 
that the ad is laid out, not only to attract 
attention among the other ads and the many 
columns of reading matter but that it holds 
the reader to the point where buying im- 
pulses are definitely created. 

The wise management pays a great deal 
of attention to this, because the white space 

which represents by far the largest part 
of the newspaper advertising investment— 
means nothing unless it is used effectively. 
Of course these facts are obvious and need 
no confirmation, 

However, what apparently is not obvious 
to most stores—or, at least, if it is, is not 
being taken with anywhere near the same 
-is the fact that display space, 
justifies at least the 
consistent with — its 
power as a 


recognizes the 


space 


seriousness 
windows, 
effective 
“white-space” 


especially 
same use, 
value and _ its 
sales-producing factor as newspaper white 
The principles are the same except 
that this “white space’—the 


there, 


space. 
windows—are 
whether you use 


already paid for, 


them or not, whether they are used effec- 
tively. Make no mistake. 
for them day-in-and-day-out, in many cases 


to the 


You're paying 


tune of up to 50 per cent of your 


entire main floor rental valuation—accord- 
ing to your own figures! 
But stores have got it—own it—just as 


have got the sidewalk 
trafhe, the circulation, that passes it every 
And it is by tar the finest “white 
the most valuable circulatio;—they 
could buy as a sales promotion investment ! 
Why, oh why, they don't take full advan- 
tage of this tremendous selling force has 
been the matter of interrogation throughout 


completely as they 


day. 


space 
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the entire display profession for many years 
Some day they will—and, when they do an 
thus get the full realization of the addi 
tional return on the investment that it will 
produce—they will never return to the ol 
the present, methods. 

Methods? Possibly an unfair terminol 
ogy. Because the methods employed by th 
displaymen of America, in general, have fo 
vears been admirable—considering the bud 
gets they have had to work with—which ar: 
out of all proportion to the value of stor 
“white space” and “sidewalk” and 
“aisle circulation,” 

It might be difficult to justify the allot 
ment of one half the promotional dollar to 
display, but surely one third is the least that 
it deserves based on its own merits—alone, 
or in comparison with any other promotional 
media used. 

Let stores try it—for one year, 
display 
the displayman—a chance really to produce 
to the full extent of their capacity. We'll 
gamble that the will prove an as- 
tounding revelation to them. Then—and onl) 
then—will they fully realize the full value 
of their display space—even if they are now 
among consider it valuable 
enough to charge off up to 50 per cent of 
their main floor rental to windows ! 


window 


Give the 
space—windows and interiors—and 


results 


those who 





Clark Joins Stensgaard 
As Account Executive 

Clinton B. Clark has resigned his position 
in charge of the display division of Old 
King Cole, Ine., Canton, Ohio, and_ has 
joined W. L. Stensgaard & Associates, Inc., 
Chicago, as account executive. 

For the past fifteen years Clark has been 
display director and store designer for three 
of the country’s leading Burdine’s, 
Miami; H. & S. Pogue Company, Cincin 
nati, and more recently The 
Milwaukee. Last vear he served as chair- 
man of the display group of the Associated 
Merchandising Corporation. He is at pres 
ent chairman of the committee which is 
arranging details of the national display 
contest sponsored by the National Associa- 
tion of Industries and DISPLAY 
WORLD in connection with the forthcoming 
Sixth War Loan drive. 

His counsel and experience will be im- 
portant to the postwar display 
planning of Stensgaard clients. 


stores— 


Joston Store a 


Display 


pre ymMoti n 


Lothar Dittmar's Son 
Killed In France 


It is with protound regret that the man) 
friends of Lothar Dittmar, formerly display 
director for D. M. Read & Co., Bridgeport. 
Conn., and the Tire & Rubber 
Company, Akron, will receive the news that 
Robert killed in action in 
France on D-day. Details, except for the 
official War Department notice, are lacking 
Robert was a graduate of Staunton Militar) 


( 1oody ear 


his son was 


\cademy last year. 


Harry Mayer Joins 
Hartford Firm 
Formerly with Gassman Brothers, !1- 
cago, and more recently in charge of dis- 
play for the Brotan’s chain in upstate New 
York, Harry H. Mayer is now display mat! 


ager for Wise, Smith & Co., Hartford 
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ASE SALES 








Y OU can conclusively prove that display increases sales. 


percentage of all impulse buying is the direct result of display. 


INVEST 


Vr 


OF YOUR 


PROMOTIONAL DOLLAR 


~ DISPLAY 





Impartial surveys show that the major 
It is logical, therefore, 


that 


stores invest at least one-third of their promotional dollar in the medium where results are so convine 


ingly reflected. 
windows and interiors. . 


best of sales producing displays are available. 


investment return maximum results. 


NATIONAL ASSOCIATION OF DISPLAY 


Abacot Displays, Inc. 
Adler-Jones Company 
Advertisers Display & 
Exhibits, Inc. 
Aladdin Fabrics 


Allied Display Materials, Inc. 


American Fixt. & Mfg. Co. 
Arrow Dec. & Fixt. Co. 
Bliss Display Corp. 

Eve Brueser Studios, Inc. 
Bulkley, Dunton & Co. 
The Carrata Co. 

i. J. Charrot’Co.,. Inc. 

Coy, Disbrow & Co. 
Crystal Fixture Co. 


* 


Members of the 


L. A. Darling Co 
Dazian’'s, Inc. 
Decorative Plant Co. 
Display Equipment Corp. 
Display Products Co. 
Facil Fabrics Co. 
Gardner Displays Co. 
Garrison-Wagner Co. 
Earl W. Gasthoff Co. 
General Display Corp. 
The Greneker Corp. 
Victor Haida Displays, Inc. 
Al Halverson, Inc. 

B. A. Jacobs Co. 

A. Lutz 


Maharam Fabric Corp. 
Mechanical Man, Inc. 
Messmore & Damon, Inc. 
Mileo Mannequins 

Old King Cole, Inc. 
Reflector- Hardware Corp. 
Phe Reyburn Mtg. Co., Inc. 
Rip Studio 

Royal Paper Co. 
Schack’s, Inc. 


Scheuer Art Metal Mfg. Co. 


Sherman Paper Products 
Corp. 
Shoe Form Co., Inc. 


PROGRESSIVE 





MERCHANDISE 


PRESENTATION 


In addition to greater sales results, display builds prestige through attractive appearing 
.. The members of N. A. D. [. are prepared to serve you, and to see that the 
Call upon us to work with you in making your display 


INDUSTRIES 


Nat Siegel Fixture Co. 

Silvestri Art Mfg. Co. 

Standard Fixture Co., Inc. 

Staples-Smith Co. 

Starkman Jisplay Center 

W. L. Stensgaard & 
\ssociates 

Timbertone Decorative 
Co., Inc. 

Jas. B. Williams, Inc. 

Sue Williams Studios 

W. M. Zeppen-Field Studios 

Display World, Associate 
Member 


of DISPLAY INDUSTRIES 
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Title Register 


C 


MERCHANTS RECORD AND 
Issued on the Fifteenth of Ever 
THE ISPLAY PUBLISHING 





OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 


= 


Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 





6. Absolute Independence of Our Editorial 
Columns. 
Vol. XLV AUGUST, 1944 —No. 2 


Get Those Plans Completed 
For Your Victory Displays 

One need not be an expert on military 
affairs to see that the victory of the Allied 
Nations over Germany is only a matter of 
months, perhaps even of weeks. 
later the Nazi debacle is certain to come 
from the crushing pressure being exerted 
from the west, the east and the south. 

And hence it is not too early to advise 
displaymen to complete their arrangements 
for Victory displays as quickly as possible. 


Sooner or 


In recalling the displays used on the oc- 
casion of the invasion of France it will be 
remembered that most of them were more 
or less makeshift in character, hurriedly 
thrown together and not particularly effec- 
tive. This was a mistake which need not 
be repeated when Germany is finally de- 
feated. 

It is no secret that a number of the na- 
tion’s largest stores already have their Vic- 
tory displays either stored away in readi- 
far enough along so 
that they will be completed in ample time 
always providing the enemy does not col- 


ness for the day or 


lapse sooner than anticipated. 

It is the medium-size and smaller store 
which will be caught unprepared unless its 
Victory display plans are finished soon. 

And while discussing displays for some 
future date it might be well to quote a 
predictions made not long ago 
president of the 
Benedict Manufacturing Company: 


series of 
by George N. Crouse, 
“Department stores will resume regular 


seasonal promotions as soon as circum- 


stances permit—and sometimes sooner. De 
partment stores will 
services—and will add new ones 
their 
service of a type that rivals will not give. 


resume all prewar 


because 


basic competitive weapon will be 
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Department stores will undergo enormous 
remodeling programs that will necessitate 
new types of display material offered by 
manufacturers. Department stores will tie 
up with television more rapidly and more 
closely than any other retail outlet. Manu- 
facturers who promote through department 
stores will have to be on their toes, tele- 
vision-wise.” 

How about running over, now, the steps 
your own store will probably take as soon 
as conditions permit—and how your display 
department can tie-in with these peacetime 
programs ? 


THINK THIS OVER 


[Continued from page 18] 

Dorothy Draper, New York City. 
George Silvestri and Bernard Gorman took 
$57 in gin rummy money from Ray Bianchi 
on the train to New York. Nice way to 
treat a customer. . Jack Cameron opened 
his California mannequin box in New York 
and found two mannequins with his daugh- 
Patricia and Marilyn. Jack's 
crazy sign (“We don’t sell Guy Malloy or 
Marshall Field”) attracted wide comment. 

Speaking of signs, we saw one in a 
plaster firm’s place in Chicago: “Occupati 
dei tuo affair,” meaning in Italian, “Mind 
your own business.” . Odd things happen 
at golf tournaments, especially when Sulli- 
van is arranging things for the Chicago 
club. He gave away the prizes and asked 
the wives of servicemen to draw the win- 
First one up was Mrs. Wally Kramer, 
who drew her own ticket. Then Mrs. Dick 
Hansen and Mrs. Ray Christman drew two 
finally Mrs. John Courtney 
and guess who won the $50 
You're right—it was John 
George B. Hanrahan takes 
displays as 
Huxford goes into merchandising. 
Jimmy’s assistant for 
Last June he went to Greenland with 
a construction job, but returned to his old 
Charles Brooks, Holland 
Dry Goods, Jackson, Tenn., liked Chicago 


ters’ names, 


ners. 


winners, and 
drew a ticket 
War Bond? 
Courtney. 

over H. ee 
James 


Prange Company 


George was seven 


years. 
love, display. 
windows and got enough ideas jotted down 


Funny 
how you remember things when you don't 


in his notebook to last for vears. 


keep them in your head and just clutter up a 
notebook. Phil Goldberg, Jim Logan, 
Phil Atlas, Buck Bowen, M. Shaperio, Jim 
Huxford, George Hanrahan, Mr. and Mrs. 
Dave Osterland, Betty Marquardt and the 
writer saw the Sox lose to the Cleveland 
Indians. Huxford put the jinx on the Sox, 
which didn't help Logan any. Arthur 
Gray's eighty-third anniversary windows at 
Lansburgh’s, Washington, paid tribute to 
the women at war in a splendid series of 
displays. McCreery's windows, New 
York City, showed best selling books auto- 
graphed by the authors and priced in War 
Bonds. Wendell Willkie’s “One World” 
went for a thousand-dollar Bond. 
Franklin McGinley, display manager at 
Ackemann’s, Elgin, Ill, met me at Chicago 
and we had a great time discussing the 
People 
make a store, and they have plenty of the 
right kind. And that goes for Mike, the 
advertising man, too. ... This could go on 
and on, so until next month it’s like a bill— 
I'll see you in thirty days. 


store I spent five nice years in. 
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Haven't received any copies of DISPLAY 
WORLD since the March issue, and I’ve 
missed them. Even way out here I get a 
kick out of what is going on, so I'll be pre- 
pared for “der Tag.” From the looks of 
things that shouldn't be too long now. 

Our last show at Biak was a honey, and 
the good Lord was with us. We took a 
bomb just 10 feet off our bow. Thank good- 
ness we didn’t lose a man, but we got a 
good shaking up. We got several writeups 
on the Biak show. We got two planes there 
and while they didn’t mention our number, 
they used our nickname, “The Susy-Que.” 
Also we were in a news reel last month on 
the Hollandia show. It showed all the bom 
bardment and old 468 is coming in as big as 
life. We were the first one in. My wite 
wrote that they saw it, and my daughter 
about turned the theatre upside down shout- 
ing: “There’s daddy's ship!” 

Please pass on my best regards to all the 
boys.—Lt. I. K. Stevenson, USNR, U. S. S. 
LST No. 468, care Fleet Postmaster, San 
Francisco, 


I have just been honorably discharged 
irom the Merchant Since I last 
talked with you I have been many places 
and seen many things—all very interesting, 
some wonderful, some very awful. Among 
other things I had time for some painting, 
fairly decent 
water colors of ships and the sea and some 


Marine. 


and so brought back some 
ot the places we entered. 

In the French sections of North African 
ports, the store and shop fronts are sur- 
prisingly good modern design. Even in the 
face of desperate shortages of goods the 
French merchants do a fair job of display- 
ing merchandise. In the kasbahs the Arabs 
also know and practice the art of good mer- 
chandise presentation. Incidentally, they 
also. know fancy tricks of 
trading” and certainly seem to enjoy  bar- 
gaining.—Lee Wardrip, Silver Springs, Md. 
(Formerly manager for Hahn’s, 
Washington, and I. Miller, New York City, 
and now display director for Kaufmann’s, 
Pittsburgh. ) 


some “horse 


display 


[ am writing you at the request of my 
husband, who is serving overseas with the 
navy. He would like to subscribe to 
DISPLAY WORLD and, if it is possible, to 
have it sent to him at Pearl Harbor, Hawai. 
Our postwar plans include displaying, and 
he is very much interested in DISPLAY 
WORLD, hoping he might be able to re- 
ceive it and study it during his spare time. 
Please advise if it is possible to send the 
magazine to him.—Mrs. C. G. Dillard, Fort 
Lauderdale, Fla. 

(All that is necessary for subscriptions 
to servicemen overseas is that the ordef 
bear a statement that the subscription 1s 
being placed at the direct request of the 
serviceman.—Ed.) 
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FREDERIC SHIPMAN, Inventor and Manager 


of the 


“NEW USE OF MIRRORS” 


is now touring the Pacific Coast demonstrating his patented Window Display Devices to the 
leading stores and display managers in the major cities of the West. 

He will return to New York City early in September to open studios where many styles of his 
mirror devices will be on display. 

Address until September 10, Biltmore Hotel, Los Angeles. Thereafter, Hotel Bristol, 135 W. 
48th St., New York City 19. 


In the above display, by Robert J. Marimon, The Higbee Co., Pea ee only one figure was used. 
AVAILABLE BY EXCLUSIVE FRANCHISE TO ONE STORE IN EACH CITY 


Franchises already negotiated with the following stores: 
Lord & Taylor, New York S. Kann Sons Co., Washington 
Frederick Loeser & Co., Brooklyn J. N. Adam & Co., Buffalo 
Carson Pirie Scott & Co., Chicago T. Eaton Co., Ltd., Toronto 
Jordan Marsh Company, Boston The Higbee Co., Cleveland 
J. L. Hudson Co., Detroit Scruggs- Vandervoort-Barney, Inc., St. Louis 
John Shillito Co., Cincinnati L. Strauss & Co., Inc., Indianapolis 
Ed. Schuster & Co., Milwaukee Gimbel Bros., Pittsburgh 
Schuneman’s, Inc., St. Paul The LaSalle & Koch Co., Toledo 
Miller and Rhodes, Inc., Richmond 


SENSATIONAL EFFECTS FOR CHRISTMAS DISPLAYS 


Amazing and dramatic ideas for Christmas Displays, possible only by "THE NEW USE OF MIRRORS," 


can make your store the talk of the town. Why not get the franchise for your store? 
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LIGHTING 
The Display 


A timely address on display lighting delivered by B. McRonald, 
manager of the Chicago office of the Wabash Appliance 
Corporation, during the Chicago Display Market Week. 


\ primary consideration is that store win- 
dows must be “eyetractive” with a compo- 
sition that will immediately impress a mes- 
sage on people's minds; compel them to 
stop and look; build up desire, and stimu- 
late a buying or curiosity urge that puts 
them into the store. If this 1s done, then it 
is expected that the interior store arrange 
ments and personnel will sell and satisfy the 
customer. 

To do this requires that the display be 
seen, which means it must be lighted. Hence 
lighting plays a very important part through- 
out all phases of merchandising, most par- 
ticularly in the store windows and interior 
displays. 

During the past thirty vears store window 
lighting has undergone a series of progres- 
sive changes, indicating a desire on the part 
of all good displaymen to more efficiently 
display various types of merchandise. 

Originally, bare lamp bulbs were used in 
display windows. These bulbs were usually 
mounted 10 to 12 feet or more above the 
floor of the Next 
shades which were. installed over the bare 
clear type bulbs, to cut down glare and 
soften the harsh shadows on materials. Both 


window. came glass 


of these lighting applications were poor, as 
we know them today, because the light was 
not controlled—much of it spilling onto the 
sidewalk or into the upper zone of the win- 
dow, well above the sight line which is nor- 
mally 3 to 4 feet above the sidewalk level. 

Following the glass shades came various 
shapes and types. ot polished or painted 
metal and mirrored glass reflectors. Manu- 
facturers of this type of equipment, in col- 
laboration with various illuminating, engi- 
neering and architectural groups began a 
standardization program, so that today it 1s 
possible to plan a fixed pattern of light for 
windows by using standard type reflectors. 
Generally in use are concentrating type 
symmetrical, semi-concentrating type asym- 
metrical, and concentrating type asymmet- 
rical reflectors. Each of these deliver a 
typical output of light. 

The main drawback with fixed reflectors 
is that although entirely different window 


displays may be used weekly, or oftener, the 
light “flux” from permanent type reflectors 
is fixed and can not be changed to meet the 
new conditions. Light should not be 
“poured” or projected into the windows in- 
discriminately. Consideration must be given 
to the color of materials, type of display, 
and the general window composition. Back- 
grounds must be studied, particularly in re- 
lation to the merchandise displayed. For 
instance, dark blue or black dresses or suits 
would merely be silhouetted against a light 
or white background if an equal intensity of 
light was being “poured” into the window 
display area. It therefore is imperative for 
all display personnel to realize that window 
lighting must be flexible, must accommodate 
the merchandise displayed. Sizes or watt- 
ages of lamps must be 
creased according to the color and type ot 
display, bearing in mind that an under-illu- 
minated display is usually a poor attraction 
medium, unless by high-lighted contrasts 
featured merchandise “stands out.”  (Re- 
member to consult your store electrician 
when contemplating higher wattages.) 
Fixed or (separate 
from the lamp) also suffer the serious set- 
Dust and dirt 
seepage from the street causes deposits on 
the finest of reflector equipment. This con- 
dition, particularly if reflectors are not con- 
stantly washed and cleaned over long pe- 
riods, cuts down the useful light to as low 
as 50 per cent of the original output. Most 
separate reflectors do not start with greater 


increased or de- 


movable reflectors 


back of lack of maintenance. 


than 75 per cent efficiency, so any loss vi- 
tally affects the display. Installing larger 
lamps is of little use, as these are out of 
focus with the equipment and the light dis- 
tribution is so changed that ofttimes there is 
more light spilled out onto the sidewalk and 
high on the backgrounds than is projected 
onto the merchandise. If one is able to 
stand on the sidewalk and get a direct view 
or reflected image of a lamp filament, then 
the light is being wasted on sidewalk and 
roadway illumination. Any light on the 
sidewalk should be spilled or reflected di- 
rectly from merchandise in the window, and 


a small proportion only from general make- 
up or backgrounds. 

High lighting, spot lighting was at one 
time confined to rather awkward equipment; 
refinements were brought about by various 
manutacturers. Much room for improvement 
is left, however, for this box type equipment 
Architects 
must redesign windows more adequately to 
conceal from view the rather large, black 
pieces of equipment. The adjustment of this 
type of spotlight, that is, the focusing of 
them onto the displays, is a man-sized job, 
calling for great skill and “asbestos gloves.” 

Light can be, and is, used to attract a 
greater flow of traffic into “slow” aisles. 
Dull or drab types of merchandise can be 
pepped up with sparkling color. Subcon- 
sciously people will move towards the light- 
er areas, and will, in the majority, turn or 
walk towards brighter materials. Therefore, 
punch additional light into the coarser types 
oft merchandise. 

With summer here and high light intensi- 
ties existing on the outside of the store, 
remember to install or promote very much 
higher lighting. intensities just inside the 
entrance of the store. In this way you 
utilize all the sales area on the floor, because 
customers will be able to see merchandise 
as soon as they enter, and not wait until 
their eyes accommodate themselves to ex- 
treme differentials in intensities of light. 
While store lighting is usually taken care of 
by the maintenance department, nevertheless 
“display’—even to what a counter demon- 
strator wears —is fundamentally part and 
[Continued on page 42] 


to be used more successfully. 





COLOR LIGHTING GUIDE 


Color of Actual Color Apparent Color 
Light of Objects of Objects 
Red Black Purple-Black 
Red White Red 
Red Red Redder 
Red Orange Redder Orange 
Red Yellow Orange 
Red Dk. Green Red-Black 
Red Lt. Green Reddish-Gray 
Red Lt. Blue Violet 
Red Violet Purple 
Amber Black Brown-Black 
Amber White Amber 
Amber Orange Yellow-Orange 
Amber Red Dk. Orange 
Amber Yellow Lt. Amber 
Amber Green Brown-Green 
Amber Dk. Blue Gray 
Amber Lt. Blue Light Gray 
Amber Violet Maroon 
Green Black Greenish-Brown 
Green White Green 
Green Green More Brilliant 
Green Red Brown 
Green Orange Yellow 
Green Indigo Dull Green 
Green Violet Bluish-Green-Br'n 
Blue Black Blue-Black 
Blue White Blue 
Blue Blue More Vivid 
Blue Red Violet 
Blue Orange Brown 
Blue Yellow Green 
Blue Green Bluish Green 
Blue Indigo Dk. Blue Indigo 
Blue Violet Dk. Blue Violet 
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—Bamboo poles lend themselves to many types of display. Here they 

are shown used as a central panel or screen on which to fasten show- 

cards, foliage, scenic panel, or for use as a draping stand... . At the 
left, bamboo poles used as an inclined fence— 











—"Curtain Pole Vogue" might describe the 
use many displaymen are making of poles in 
display. This page illustrates a number of 
applications. Above, slanted poles permit the 
shelves to be adjusted as desired; the weight 
of the merchandise helps hold the shelf in 
place. Different heights permit different 
interesting groupings— 





















—A rustic effect is produced by using 
natural poles with the bark left on. These 
are especially appropriate for showing 
outdoor merchandise, for fall, or spring. 
Here the poles are nailed to the floor 
and crossed through the crotch of a tree 
trunk, cut tall enough to support an 
adequate sign cut in the shape of a leaf. 
Merchandise is draped over the poles 
as pictured— 



















—Curtain poles in a "teepee formation" describes the use 
shown above. Here two upright poles are crossed and tied 
near the top. Another pole is angled across the first two 
and tied at points 2 and 5. This forms a rest on which to 
place two more poles, tied at points 3 and 4. How this 
setup is adaptable to many display uses is shown in the 
sketch at the right— 
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New WYUCWINES FOR SELLING-L” 


HELP YOU 


You can influence prospective customers as they 
pass your store — you can help them make up their 
minds at the crucial moment, as they decide whether 
or not to come in. 


You can accomplish these results with good window 
display alone, to a certain degree. But you can accom- 
plish so much more if you have an effective new 
Kawneer Store-Front—a ‘Machine For Selling” to 


bring people up to your displays. 


COUPON BRINGS BOOKLET! 


THE KAWNEER COMPANY, 908 Front Street, Niles, Michigan. Please send 


copy of booklet on Kawneer “Machines For Selling”’. 


Name___ ose 





INFLUENCE PEOPLE READY TO BUY! 





Kawneer can help you — for Kawneer has investi- 
gated this problem of getting people to stop and 
window shop. Extensive research with leading author- 
ities on architecture and retail merchandising has 
taught Kawneer men how to make store-fronts and 
display serve as a more powerful form of advertising. 


Your architect, working with Kawneer, can create 
the proper design for your particular store. Send 
the coupon today for further information on what a 
“Machine For Selling” can do for you. 





Pa a a 


Kibo! 








ER RS RE NTT RE er 


Address 





YUACHINES FOR SELLING! 
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J.A.D. News... 








As the new president of the International 
feel it 


and 


\ssociation of Display I my duty to 


acquaint the membership all display 


people everywhere with the program [ 11 

tend to advocate for the current year 
First, and of prime importance to_ the 

I. A. D., is the extending of a cordial invi 


tation to each and every 


entitled to 


displayman ot 
voman membership in our o1 
ganization to become associated with us now 


| feel 


Our 


and through your response, certain 


our program can not fail activities 


will be expanded through the 100 per cent 
cooperation of all in the display field; “in 
nity there is strength; we must all pull 


as a team in order to achieve the successful 
onclusion of oun 


\iter 


having 


program 
display p< opl and 
letters 


talking to many 


received many since my re 


urn from the Chicago convention, [ am 
definite] that the 
displaymen and women would like to see an 
La 
litions permit. I 
at this time 1 
1945 and | 


turned to 


convinced majority. of 


convention in 1945, providing cot 
vould like to go on record 


advocating a 


convention in 
intend to leave no 


thi an 


stone wn 


make actuality 1 


com 
and suth 
\nd on 


have this con 


plac ed in me 


contidence 1s 


guaranteed 


plete 
support is shown 
that | 
from all 


cicnt 


core | teel will 


this 


lence and members and 


i support 
that this movement for a convention in 1945 


1 


vill be a suecess I know that our con 


1 


ventions have always been oceasions when 


uur displaymen and women could partici 


pate in every program, whether it be edu 


cational or social, and feel welcomed and at 


home, whether he be display director or fix 
ture bov and at the final session of out 
convention when they prepared to return 
to their own communities they went hon 
feeling each was an integral part of the 
isplay profession and with pride looked 


forward to the following vear'’s convention 


If local and district clubs already organ 
ized in almost every city in the country 
will support the I. A. D. with their total 
membership, there is no limit to the accom 
plishments our organization can attain 


\nd 
that the St 


along this line I would like to say 


Louts club has 


I. A. D. 100 per cent and demonstrated its 
loyalty to the International since its incep 
thor Phere has never been a time whet 
unity could play such an important part 
In the program of our profession as toda 
We have many problems confronting us 
toda We must prepare a program at this 
time to take care of each and ever display 
man or woman returning from service in the 


country Wi 


}« ople, 


armed torces Ot our must re 


habilitate these properly educate 


and properly place them in a position 


equally as good, 1f not better, than he or she 


vacated when answering the call to the 
colors of our country \nd we must. be 
sure that by so doing we do not deprive 


filled 


thy S¢ 


the man or woman who has 





hacked the 


President 
laces during their absence of such posi- 
ms, but see that they are retained or 


placed in other positions immediately. 
[ would like to see the membership of the 


I. A. [D. advocate a centrally located re- 
habilitation center, sufficient to meet the 
needs of every deserving veteran, to prop- 


erly educate and place these members and 
I teel confident there 1s nobody more com- 
petent to set up such a center than the offi- 
cers and directors of the I. A. D. 

I also that a committee be 
appointed to proper material 
have 


recommend 
prepare the 
for display educational programs and 
such programs started in every community 
in the country to meet the challenge of a 
fast-moving world in educating our display 
methods of postwar 


people in all the new 


merchandising and keeping us abreast of 
the times. 

\ny display problems directed to this of- 
fice will be answered willingly and promptly 
by the board of I. A. D without 


obligation or 


experts 


cost. 


Your president will appreciate your co- 
operation by writing me your approval at 
1127. Pine street, Publicity building, St. 
Louis, if such a program is worthy of your 
support and will look forward to hearing 
from our entire membership. To all clubs 


who are not members of the I. A. D., I again 
extend an invitation to join our organization 
now and will ask that you forward check 


to cover your national dues when replying. 


Cs 
a much needed vacation after arranging and 
that 
Chicago [Educational 
with the N. A. D. I 


am sure he will be back in 


Fadem, publicity director, is taking 


supervising the educational program 
we presented at the 
Clinic in connection 
market week. | 
time to report the news for the September 


DISPLAY WORLD. 


Roland Spies, the newly appointed secre- 


wmsue of 


tary and managing director, has been busy 
preparing the I. A. D. for the 


year. 


program 
coming 
past president, is to be 
efficient 
forwarded the records 


Rav Parks, ou 


congratulated for the manner in 


which he so) spee lily 
and office equipment to the new offices here 


in St. Louis. 


Richard Staines, our treasurer, is very 


much on the job. Richard has always been 


i very hard, conscientious I. A. D. worker. 
I visited with Joe Apolinsky in Birming- 
im afew days ago and he promised that, 

with the help of L. L. Wilkins and Paul 

Wertz, they would form a local display 

club with the membership affiliated with 

the I. A. D. That is the spirit I would 


members 


our I. A.B, 


good local clubs 


like to see more of 


take, as there are so many 
memberships and a 
small percentage of their members affiliated 


with the I. A. D. 


now with large very 


There are many virgin 
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communities with not even local displa) 
clubs. If just a little effort was made bh 


some interested local clubs 
could be formed. 

If this office can be of any assistance in 
helping organize local clubs, we will be glad 
to give you all the information necessary. | 
might say we have national charter blanks 
to be issued any local club that can muste1 
more I. A. D. members. 


displayman, 


ten or 
Gus Burghard, our director from Houston, 
wrote us for application blanks, stating hi 
would make every effort to have their local 
club affiliated with the I. A. D., 
cooperation like this is very encouraging 
Frank Whitelam, that local I. A. D. sup 


members 


porter, promised his wholehearted support 
and said we could expect more members 
from the Detroit club to become affiliated 


with the I. A. D. 


Guy Malloy, that genial gentleman = trom 
Dallas and president of the Southern Dis 
play Association, that he would 
encourage the membership of that associa 


promised 
tion to cooperate with the I. A. D. 
“Dusty” Rhoades and Bob Findlay, other 


S. 1D, A; 


have a closer association between the I. A.D) 


officers, expressed their desire to 


and the Southern association. 
Joe Bronsing promised his best support, so 
did Carl Haecker, George Westerman, Jack 


Chord, Del Ford, Jack Pollari, Jack Court 


ney, Howard Martin, and so many others 
that space will not allow me to mentio 
their names. When you have names. Ik 
these [I have just mentioned behind this 


administration guaranteeing their support 
and council as displaymen and women, how 
can vou afford not to become a member 0! 
the I. A. D? If the I. A. D. is good enough 
for such men as these, | am sure it is good 


enough to justify your support. 


f. A. D 


} 


I leit the group of loyal 
here in St. Louis until last, 
not least. They promised the display pro 
fession in Chicago, through Francis Wright 


one 


if 
ul 


boosters 


supervisor of Distributive Education in St 
that an educational program woul 
he sponsored by them this fall and th 
chairman of this committee, Syl Rieser, has 


Lous, 


: s . ; 

presented me with an outline of a ten-weeh 

program that is the most con 
I have had the opportunity 

it cal 


educational 
plete of any 
see, and if space will permit I hope 
be printed in this column as an example 10 
other display clubs to use as a courtesy 0 
the St. Louis Display Guild and the I. A. ! 
office. (The outline will appear next mont 

Kd.) 

We welcome any suggestion you ca! 
offer, and I they 
careful and deliberate consideration. 


assure you will rece 
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Your Cop 


Now Book! 


Hundreds of Practical, Helpful 
Display and Sign Ideas - - to 
make your work Faster, Better! 












®@ Here, in one compact booklet, 
are ideas .. . suggestions . 
practical examples, showing the 
hundreds of ways Douglas fir 
plywood can help you plan and 
build displays and signs which 
have a whopping lot of extra 
“oomph”! 
ar 8 Send for it now. And remember, 
wits RTT TD when Douglas fir plywood is no 
WN { a. longer so urgently needed for 
—_ i Ne war uses, this modern “miracle 
¥(/ ‘i NY ee! in wood” will again be your most 
useful material. It’s light in 
weight .. . strong . rigid 
. durable. It's available in two 
types—moisture-resistant for in- 
door use, weather-proof exterior- 
type (EXT-DFPA) for perman- 
ent outdoor use. Both types are 
manufactured in large, split-proof 
panels. Both possess amazing 
“workability.’’ Nails can be driv- 
en right at the edge of the panels 
without danger of splitting. The 
panels bend easily, take any fin 
ish quickly and attractively. 
There simply is no material as 
versatile and practical ! 


Get full details today. Send for 
this free booklet—and let it help 
you in many, many ways. 


CIATION 


TACOMA, WASHINGTON 


~~ ia DOUGLAS FIR 





* 
GENUINE 
® Because of its many outstanding “PLYSCORD 
qualities, Douglas fir plywood to- SHEATHING # % 
day serves the war effort exclu- OC Cae j $ 
sively. When it is no longer so LARGE. LIGHT. STRONG. 


urgently needed it will again serve Li 
you in countless ways. ‘Concrete Form Panel “Real Wood 
e : WALLBOARD 
D.F. PLA 
: INSPECTED . EXT.-D.F.P.A. 








Douglas Fir Plywood 
Association 


a ee SPECIFY DOUGLAS FIR PLYWOOD BY THESE “GRADE TRADE-MARKS” 
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YOU CAN HAVE COLOR, 
YOU CAN HAVE SIZE, 
BUT IF YOU HAVEN'T GOT 


Motion 


YOU WON'T CATCH THE EYES! 








Highly competitive post-war 
merchandising will demand 
better, more forceful displays. 
Color, size, or beauty alone 
will not be enough. 





New, low cost, eye compelling 
MOTION displays will carry 
the merchandising burden in 
the post-war market. Dis- 
plays that smile and rock, 
bounce and bubble, dance 
and sing! 


4 Before the war SpeedWay per- 
t fected new, low cost methods 
: of imparting life and move- 
ment to the displays of the 

t. nation’s leading advertisers. 


ZSPEEO OSCILLATING 
After the war SpeedWay will 
again lead the motion parade. 

qn ‘ : 
Plan now to give your product 
\ this means of demanding con- 
{N wg sumer attention. Motionize 
out 2) with SpeedWay. 

SpeedWay specializes in man- 
RECIPROCATING ufacturing the heart of the 
motion display — the power 
unit. Standard units include 
small geared motors of vary- 
ing power, speed and torque; 
the Motioneer, a pendulum 
motor for producing several 
types of oscillating action; 
and a complete line of dis- 
play turntables. All are reli- 
able, economical, and non 


radio-interfering. Send for our 
latest catalog. 





ROTARY 














Display Motion Division 


{ia 














ty 1897 South 52nd Avenue, 
CICERO, ILL., U. S. A. 
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Barron-Anderson Awards | 


Are Announced 

One of the regular seasonal display con- 
tests sponsored by Barron-Anderson Com- 
pany, Boston, has just closed and the firm 
announces the following prize winners: large 
store group, first prize of $100 went to G. 
M. Englert, McFarlin Clothing Company, 
Rochester; second prize of $50, Joseph J. 
Zettle, M. O’Neill Company, Akron; tied for 
third prize, $25, Lamont A. Ware, Watt & 
Shand, Lancaster, Pa., and Charles E. Al- 
bright, Jacob Reed’s Sons, Philadelphia. 

In the small and medium stores classifi- 
cation, first prize went to William D. Hor- 
ton, The System Company, Brockton, Mass.; 
second, FE. L. Thayer, Goodnow, Pearson & 
Hunt, Inc., Brattleboro, Vt.; third (tie), 
Samuel Gross, Oscar Gross & Sons, Meri- 





Macartney Company, Lawrence, Mass.; 
Harvey Frohn, Nelson's, Quincy, IIL; 
Theron C. Webster, Talbot Clothing Com- 
pany, Lowell, Mass. 


| 

| 

| 

| 

| 

| | 

den, Conn.; A. Henry Montefusco, R. J. | 
| 


Carl Saustad Dies 
At Age Of 50 


Well known personally or by reputation 
to many in the field, Carl O. Saustad died 
July 29 in Dallas. For many years he was 
display manager for Titche-Goettinger Com- 
pany of that city. He is survived by the 
widow, a son, and two sisters. 

Long Beach Displays 
Promote Bond Sales 

Dozens of display windows in Long 
Beach, Calit., stores were used to help pro- 
mote the sale of War Bonds during the 
Kitth War Loan drive. A city-wide con- 
test in which all stores were invited to com- 
pete was conducted by the Long Beach Dis- 
play Club in cooperation with leading re- 
tailers. 

L. D. Ryder, J. C. Penney Company, club 
president, appointed a committee composed 
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ATTENTION 
NEW ENGLAND 
DISPLAYMEN / 


THE ENTIRE 


EARL W. GASTHOFF 


Christmas Line 


now on display in our 
New York Showrooms 


DISPLAY EQUIPMENT CORP. 


147 W. 37th St. New York, N. Y. 











of Frank Vaughn, The Famous, chairman: 
Peggy Ann Rausch, Buffum’s, and John 
Huffman, Sears, Roebuck & Co., to work out 
the rules of the contest. Three well-known 
displaymen from Los Angeles and Holly- 
wood served as judges. They were Aubrey 
Maley, The Broadway-Hollywood,  chair- 
man; John Cooke, Coulter’s, and Ralph 


Dickey, Bureau of Light and Power. 
Contest winners in Class A were: Peggy 
Rausch, first prize consisting of a $50 War 
Bond. Second, $25, John Huffman. Class 
B: Frank Vaughn, first; L. D. Ryder, sec- 
ond, the awards being the same as for Class 


In Class C a $25 Bond went to Florence 


Holloway, The Pacific, and $10 in Stamps to 
P. Frizzell, The Eastern. 

Three trophies donated by M. E. Taylor 
& Son were awarded to the store in each 
class with the best all-around displays dur- 
ing the entire drive. These were won by 
Walter Geswendt, Walker's, in Class A; L. 
ID. Ryder in Class B, and Joe Ellis, Kay 
Jewelry Company in Class C. 















































—Members of the Long Beach Display Club at the meeting during which the winners were 
announced in a city-wide display contest sponsored by the club for the Fifth War Loan drive— 
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Trade Mark Reg 


(aS 


la company has truly made 

its lasting mark 

in the trade 

when its trade mark has beeome 
lite indisputable evidence 


ol produc t quality. 


TA F BRE BROS., LNG 


95 Madison Avenue New York, N. Y. 














WOVEN-WOOD 
BACKGROUNDS 








These flexible lightweight screens are 
ideal for window display backgrounds 
and have become very popular. Many 
arrangements are possible with these 
adapiable units, producing many attrac- 
tive effects. 











Standard colors: Natural or Walnut. 
3 feet to 10 feet high, 7 feet wide. Only 
30 cents per square foot. For example, 
a 5x7-foot panel costs only $10.50. 









We also carry a complete line 

of tropical bamboo products 

such as Poles, Screens, Novel- 
ties and Matting. 


TROPICRAFT 


Calif. 







535 Sutter St., San Francisco 2, 








Tomorrow 
NEW MODELS 


Today 


SIGN MACHINES 
NEW TYPE 
SUPPLIES 

PARTS 

INKS 


Line-O- Scribe 


and 


Write-a-Sign 


















made by 


THE MORGAN CO. 


3966 AVONDALE AVE., CHICAGO 41 
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Former Displayman 
Wounded In Action 

A War. Department message 
his wife states that Cpl. Robert 
was wounded during the fighting 
island. Prior to entering the service, Gresham 
was display and advertising manager for the 
Paducah Dry Goods Company, Paducah, Ky. 
He is a member of a signal communications 


reecived by 
Gresham 


on Saipan 


in the and has been overseas 


and a half. 


company army 


lor a year 


Clark Joins Lindner Coy. 
As Display Head 


Following his resignation as display man- 





ager for L. L. Berger, Inc., Buffalo, Lester 
Clark has joined The Lindner Coy., Cleve- 
land, in the same capacity. He succeeds Eric 
Nordine, whose plans have not yet been 
announced, 
Wage agrees Qudered 
For Ward's Display Help 

Wage increases for employees of the 
printing department and display factory of 
Montgomery Ward & Co., Chicago, were 
ordered by the National War Labor Board 


TRADE PERSONALITIES 


NO. 18 


AUGUST, 


5 cents an 


on July 18. The increases are 

hour for employees with the company since 
October 2, 1942, and 3 cents an hour ior 
those employed since that date. The raises 


are retroactive to October 2, 1942, or to the 
date of employment if the worker was hired 


after that date. 


Johnson Is Speaker 

At Utility Conference 
Robert ©. 

the 


Cago, 


display director tor 


Company, Chi- 


Johnson, 
Commonwealth [dison 
was one of the speakers at the recent 
conference held by the 
Association. at 
utility 


business 
Advertising 
detail the technique of 


wartime 
Public Utility 
discussed in 
display. 


Maharam Is Appointed 
''Marbalia" Distributor 


\nnouncement is made by Laverne Origi 
specializing in distinctive and origina 
bearing the trade nan 
“Marbaha,” of the appointment of Ma 
haram Fabric Corporation, 130 West 46t! 


New York City, as distributor. 


nals, 
display papers 


SErCet, 


By TONY BRINKER 
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Wc WAS MARRIED IN 1935 ANC 
VAS TWO LOVELY DAUGHTERS... 
‘ WS MAIN HOBBY 15 #15 FAMILY 
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VICE PRESIDENT & 


MANAGER , 





FINT ARE 
Cf. 


DALLAS , TEKAS 





JOMED STANCARD 
FIXTURE IN 1920, AND 
REGARDS AS ONE OF 
WS GREATEST PLEASURES 
AND GRAT\EICATIONS 
TAE GREAT NUMBER 
OF REAL FRIENDS 
RE WAS MADE AMONG 
DISPLAYMEN AND 
THE MEMBERS 
oF THE 
DISPLAY 
INDUSTRY _- 


WE \> A MEMBER 
OF THE BOARD 
~ OF DIRECTORS OF 
THE NATIONAL 
~ A, ASSOCIATION 
OF DISPLAY | 
INDUSTRIES 
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SPARKLING 


glass in small rectangles and squares. 


cemented to a stout fabric backing. 


outstanding. 


ration and The Mengel Company. 


Write for Free Color Card 





The Glass That Bends 103 


CHARM 


Try Flexglass—the glass that bends—for those spe- 
cial Fall and Christmas displays and see for your- 
self how its sparkling beauty adds to the eye-appeal 
of your windows and interiors. . . . Flexglass is real 
permanently 
Easily and 
quickly applied to any smooth, dry surface. curved 
or straight... . Available in frost and snow patterns. 
and in rich colors—-red. blue. gold. amethyst. and 
gun-metal. In three types: mirror. opaque, and 


Dewdrop. . . . Ideal for every display that must be 


Flexglass and Flexwood (real wood. ve 
wrapped around a pencil) are manufactured and 


marketed jointly by United States Plywood Corpo- 

















it can be 





Flexglass used in the Goubaud Beauty Bar, New York City Rose Mirror Flexglass 
forms the curved bar tace and frames the display niches above 


United States Plywood Corporation 


PARK AVE. NEW YORK 17 














Committee Asks Display Support 
On "Mail Early" Campaign 


A request for retail publicity of all kinds 
during the month of September has been 
made in behalf of the “Mail Overseas 
Packages Early” campaign. Specifically 
covered in the latest bulletin of the War 
Campaigns Committee of the Central Coun- 
cil of National Retail Associations, pub- 
licity is asked in order to intorm the public 
on the following: 

When to mail: Between September 15 and 
October 15. Whenever possible mail during 
September. No written request is required 
for overseas Christmas packages mailed 
during the time mentioned. 

How to mail: (1) Pack and wrap securely 
in a strong box—not a shoe box; (2) if the 
package contains small items, wrap each 
separately and thoroughly; (3) mark pack- 





























* FOR GIFTS 
OVERSEAS 


* SHOP EARLY 
* LAY AWAY 





age “Christmas Gift Package’—do not use 
a label that resembles a stamp or official 
mark; (4) address correctly, completely, 
clearly; be sure to pay full postage to port 
of embarkation post office; (5) enclose a 
complete return address. 

What to send: Anything you like, except 
perishable foods, intoxicants, weapons, poi- 
sons, and all inflammable materials includ- 
Ing matches and lighter fluids. These items 
are prohibited. 

Size and weight of packages: Packages 
Must not weigh more than five pounds. They 
must not exceed 15 inches in length. They 
Must not measure more than 36 inches in 
combined length and girth. 














WRITE YOUR 120 Jolde OR 


Ah p 4 il DISPLAY CREATORS 
and MANUFACTURERS 
arealuag bf jelare (2 


BD NORTH 7th STREET 
PHILADELPHIA 6, PENNSYLVANIA 


DISTRIBUTORS THROUGHOUT THE U.S. AND CANADA 
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Have What You Want 
When You Need It--in 
a DISPLAYETTE KIT 


Write or 
phone your 
nearest Dis- 
play Dealer 
about price 
ticket & card 
holders in a i. 
handy, port- £ 
able kit! 










316 PIECE SET 


$21.50 


“Research surveys show that when an 
item is displayed in windows, show 
cases or on counters sales jump 35% 
AND another 20% is added by price 
display!” 


Leading Display Directors recommend 


KING PINS & DISPLAYETTES as artis- | 


tic, time savers for increasing sales. 


Write these new distributors today 
for descriptive literature filled with 
helpful time saving ideas: 


EAST SOUTHWEST 
Hanick’s Display Center Retailers Supply Service 
S. W. Cor. 8th & Locust Sts. P. O. Box 141 


Philadelphia, Penna. Oklahoma City, Okla. 


Windo-Craft Display Service Fox Display Service 
206 S. State St 


NF 


108 Dolorosa 


Syracuse, San Antonio, Texas 


MIDWEST 
Midwest Mannequin Displays ¢ 
532 N. Water St. 


WEsT 
Barrango & Company 
579 Market St. 


Milwaukee 2, Wis. San Francisco, Calif. 
Kesl Display Service Sam B. Archer 
920 Walnut St. 3035 S. Grand Ave. 


Des Moines, lowa Los Angeles, Calif. 
Fryman Display Equipment Walter W. Martin 
Keith Theatre Bldg. 1646 Arapahoe St. 


Dayton 2, Ohio Denver, Colo. 


Metal “Displays (6. of Chicago 


30 N. LaSalle Street Chicago, Illinois 











SHEET SIZE 26” x 40” FOR 


Display Backgrounds and Paper Sculpture 


MARQUARDT & COMPANY 
Display Paper Division 
155 SPRING STREET NEW YORK 12 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch— CASH WITH ORDER 
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LIGHTING THE DISPLAY 
[Continued from page 32] 
parcel of a display department's preroga- 
tive. 

The expression is often used: “Painting 
with light’”—literally pouring on the color. 
If done right, it results in an attraction 
medium exceedingly hard to beat. Nature 
uses color for two main functions—camou- 
Subconsciously, most of 
that and 
ticularly so — their 
points by attracting the eye in the required 
and toning down any undesirable 
folds, drape, color, or a combina- 
tion of all. Therefore, color in windows 
must be applied with full knowledge of the 
human psychological effects. 

Through association, natural environments 
and constant of civiliza- 
tion, various colors have become symbolic. 

Gray symbolizes dignity. Purple-red sym- 
Brown symbolizes strength 

Pink symbolizes 
White symbolizes 


flage or attraction. 


us dress way—girls women par- 


stressing main good 
direction 
areas by 


use in past years 


bolizes power. 
(some browns—drabness). 


daintiness, also frivolity. 


purity. 
Color lighting trends, therefore, will 
closely follow this built-up and accepted 


pattern, because too many years of human 
acceptance can not change in a short while. 
As an attraction medium, I doubt if stand- 
ardization to a regular known pattern is 
most effective. Therefore, displays must be 
tempered with attention-getting 
together with items or colors of known or 
accepted trends. A white wedding dress— 
highlighted with a 
more attractive than the same dress illumi- 


mediums, 


gold color — might be 
nated by a pale blue color lens to bring out 
It would certainly present a 
and life 
spotlighting it. 


its whiteness. 
feeling of richness, sunlight with 


the gold or amber softly 
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Applying color to colored materials, the re- 
sultant appearance may so drastically affect 
the display that poor appearance results. 
Be guided, therefore, by the appended color 
chart. Inasmuch as reflection factors of 
materials vary considerably, it is general! 
advisable to test all materials under color 
in the workshop rather than setting up a 
window display and having to experiment in 
the window. 

Many displaymen have questioned the ad- 
visability of fluorescent lighting for window 
displays. In the early stages it provided 
contrast and attraction by its color, but the 
color produced by the white and soft white 
tubes was not flattering to the merchandise 
displayed. Now the novelty has worn off, 
it must be compared to other forms of dis- 
lighting. Once more it is a return to 
fixed lighting; pouring the light flux 
the window without consideration for 
ibility of display; practically all the light 
output being concentrated above the “sight” 
line and not, as it should be, below it. As a 
sole source of window lighting, the consen- 
sus of opinion is that it much to 
be desired. One main function of fluores- 
cent lighting is its use for background col- 
ored lighting. It must be remembered that 


play 
into 
flex- 


leaves 


since it is primarily a glow tube its  pro- 
jected light is of very small range, and 


therefore it should be aided by a spot or 
floodlight equipped with a color filter. Where 
possible, backgrounds or recesses to be 1l- 
luminated should be curved in such a man- 
ner that the light is picked up at the great- 
from the tube at almost th 
same intensity. In other words, try to place 
the tube equi-distant in all directions from 
the background. 

Important in 
there must always be sufficient light in the 


est distance 


all window lighting is that 





—Members of the Cincinnati Display Club met recently to receive an Award of Merit from the 
War Finance Committee for the club's work in connection with the Fifth War Loan drive. 
Seated, left to right: L. Reisenbeck, Alms & Doepke; W. S. Grover, H. & S. Pogue Company; 
Andrew Matzer, Rollman & Sons Company, president; Ralph Gollahan, Shillito's; Del Heizer, 


Mabley & Carew Company; William Arinow, Shillito's; Barney Meyers, Kline's. . 


. . Standing, 


Irvin Riga, Potter's; Gyneth Waldron, Rollman's; William Geppert, Rollman's; C. Parker, The 
Paris; Edward Whittlesey, Alms & Doepke; W. Waymer, Pogue's; Junius Fisher, General Dis- 
play Corporation; Ed Hodgetts, Cincinnati Gas & Electric Company; R. Hasselhoff, Pogue s— 
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WATCH for the announcement of the 


SENSATIONAL 


NATIONAL DISPLAY CONTEST 


for the 


SIXTH WAR LOAN 


in the September DISPLAY WORLD 











vindow and on the merchandise to counter- 


act the outdoor illumination. This is not 
great problem during the evening and 
night, but is a serious factor during the 


afternoon shopping 


poorly 


and hours. 
that are this 
respect should be carefully watched. If pos- 
down and 


morning 
Windows located in 
sible, the awnings should be let 
merchandise in as light a color as possible 
should be 
Windows 


displayed in such windows. 
should be “dusted” on the out- 
side daily. Merchandise should be “heavily” 
lighted using the maximum wattage possible 
color lighting, should 


ind, in the case ot 


lean towards the use of reds or greens, as 
these are the most penetrating colors. 
Footlighting is in many cases very desir- 
able, particularly displaying models 
vearing large hats, but in no case should 
t have a higher intensity than the lighting 
irom the upper zone of the window. Human 


when 


eyebrows and eyelids were designed to cast 
1 shadow over the sensitive eyes, beautify- 
shadows. 
will 
while it 


ng the general make-up by such 
loo much  foot-lighting, 
ause an unnatural 
may initially attract 
leave them cold for a reason they can't ex- 


therefore, 
contrast and, 


the passerby, it will 


Main. Price and other features might bring 
them into the store, but a person who is 
"nt 


a price-conscious type has passed on. 
Price consciousness does not always remain 
vith a person, especially during prosperous 
times. While jootlighting, re- 
member that prospective customers are not 
terested in seeing the “means” that creates 


discussing 





ne cttect, namely, lamp stand and wire, 


So at all times conceal the equipment. 


Don't follow the 


architects 


past practices of many 


and store equipment manufac 


turers in leaving the lighting to the last 


Plan your display on paper, indicate your 


lighting outlets, decide upon the wattage 


will match your colors in 
filter on the 


electri 


you Can or use, 


the shop, set up a lamp and 


planned merchandise. Have your 


lighting betore 


final 


cian or helper change the 


you put in the display; adjustments 


can come when you have the display ready 


Don't leave the window as completed until 
all the lamps have been properly focused 
on the display Never arrange your spot 
or tootlighting so that a direct beam ot 


light will shine towards the window glass 


unless it 1s trom. all 


Remember that the great 


very well concealed 


passerby angles. 


est amount of reflected color or light must 
come direct from the merchandise to the 
customer's eve, 1f that is where you want 


to attract attention. Poor lighting can kill 
the best display in the world; good lighting 
can make even a poor display exceptionally 


attractive. The combination—good display, 


together with good lighting—is not only a 
job well done but a profit producer in which 
the advertiser, the displayman, the mer 
chandiser, store and the customer all equal 


ly share. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 








Wac Enlistments 
Aided By Display 

\ corner window 
for Mandel Brothers, 
with a complete battalion of Air 
Wacs during the first 
use. Featured in the display 
Douglas C-54 
with instrument panel and so arranged that 
stand 


created by J R. ( oope}l 


Chicago, is credited 
enrolling 
three weeks it was in 
was the nose 


ota “Skymaster” complete 


visitors to the display could actually 


inside the nose 


Some 110,000) spectators took advantage 
of the opportunity, and Wac_ enlistments 
soared. The commanding general of Dis 


trict 3. of the Sixth Service Command paid 


tribute in a letter to Mandel’s help in_ re 
cruitments 

The display was on view in the large win 
Madison 


dow at State and streets 


Fink Now Stationed 


In California 

Lt. Alan (Al) Fink, U. S. N. R., 
\lfa Display Company, New York 
City, which was closed in 1942 when he en- 
returned to New 
York from Iceland by air. He is now sta 
tioned at the Amphibious 
Coronado, Calit. 


ftormer 
owner of 
recently 


tered the navy, 


Training Base, 


Former ''Displady" 
Serves In Italy 

Formerly with the display department of 
Bonwit Teller, New York City, 
Whyte is now with the American Red Cross 


Georgina 


in Italy. 
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THE WINNERS 
[Continued from page 6] 


Cross stationery was lighted by a suspended 


lantern and urged the purchase of War 
Bonds. 
M. R. Norton, Wisconsin Power & Light 


Wis., 


the $200 third prize with a display in which 


Company, Fond du_ Lac, carried off 
the photographs of local men killed in the 
war were shown. before the War Bond ap- 
peal. It mentioned that a great 


number of the entries from the smaller cities 


should be 


group were based on the servicemen photo- 
graph idea and it was the opinion of a ma- 


jority ot the 


judges that the theme should 
with one of 


display of Norton was finally selected from 


be recognized the awards; the 
this group. 

Fourth prize of $100 
Mackey, L. W. 


Creek, Mich., for a window showing a child 


John— T. 
Robinson Company, Battle 


went to 


kneeling beside her bed and praying for the 
safe return of her father. 

Those to win $50 Bonds in this classifica- 
Erskine, Davidson Brothers 
City: Wilford Landis, 
Liquor Store, Fresno, Calif.; C. E. 
Enid, Okla.: Mildred 


tion were: J. T. 
Company, S10ux 
\ ictory 
Batchelor, Newman's, 
Bb. Bailey, H. W. Pray Company, Newbury- 
Mass.; Earl Hoagland, Hoagland's 
Furniture Company, Van Nuys, Calif.; John 
Grosso ahd Evelyn Leonard, Whelan Drug 
Store, No. 3374, Tarrytown, N. Y.; Maxwell 


port, 


DISPLAY WORLD 


—Among the sixteen winners of $50 Bonds in 
the two classifications were these four. Left 
column, Group |, top, by Renwick Taylor, I. J. 
Fox, Inc., New York City; below, by Louis 
Viella, B. Altman & Co., New York City. Right 
column, Group Il, top, by Arnold E. Libby, 
A. H. Benoit & Co., Portland, Me.; below, by 
C. E. Batchelor, Newman's, Enid, Okla.— 


Towles, Sterchi Brothers Stores, Florence, 
\la.. and Arnold E. Libby, A. H. Benoit 
& Co., Portland, Me. 


The twelve top winners in each classifica- 
tion will also receive Treasury citations, and 
being prepared for 


citations are likewise 


the following : 

Smaller cities division, EK. Russell Smith, 
Central IHlinois Light Company, Springfield, 
Ill.; Boston Store, Joliet, [I1l.: Ferne Boyd 
and Dorothy Penney Com- 
pany, Laramie, Wyo.; C. M. Shrider, A. E. 
Starr Zanesville, Ohio; M. B. 
Wallace, Taylor Brothers Company, Provo, 
Utah; D. M. Tice, Tepper Brothers, Plain- 
field, N. J.: Margaret J. Neal, Mayer & 
Schmidt, Tyler, Texas; Landry H. Hales, 
B. Altman & Co., White Plains, N. Y.; 
George H. Cote, Porteous, Mitchell & Braun 


Larsen, J. <C. 


Company, 


Company, Portland, Me.; Harold A. Miller, 
James MeCutcheon & Co., White Plains, 
New York. 


Glyn Thomas, New Castle Drug Company, 


New Castle, Pa.; Margaret Corman, De- 
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What did gay do today 


for Freedom ? 


catur, Ill.; John Henry Wilson, Jr., Rogers’ 


Department Store, Florence, Ala.; Agnes 
Kane and Peter Frankouski, Resnick’s, 
Binghamton, N. Y.; Henry M. Ankcorn, 
Ankeorn Hardware Company, — Palouse, 
Wash.; Reubin Levin, Cohen Furniture 


Company, Uniontown, Pa.; Elwood F. Han- 
Company, Fort 
Gorts, Fitchburg Gas 


sen, Gates Dry Goods 


Dodge, Iowa; John T. 


& Electric Company, Fitchburg, Mass.; 
Jerry Willett, Fligelman’s, Helena, Mont.; 


Francis H. Boyd, Coyle & Richardson, Inc 
Charleston, W. Va. 
Newton R. Spinney, 
Waltham, Mass.; Al Loring, Reiss Furni- 
ture Company, New Albany, Ind.; Harry 
A. Jensen, The Broadway, Pasadena; Clar- 
ence N. Pierson, Weaver's Department 
Store, Lawrence, Kan.; E. V. Haight, North- 
ern States Power Company, Eau Claire, 
Wis.; I. L. Vonderheide, The Purcell Com- 
pany, Lexington, Ky.; Willie Burress 
Thomas-Kineannon-Elkin Company, Tupelo 


Parke-Snow, Inc, 


Miss.; Harold I. Fanaberia, Miller's Liquot 
Store, Poughkeepsie, N. Y.; Charles H 
Penn, Phelps Dodge Mercantile Company. 


Bisbee, Ariz.; Willard J. Worner, S. F. Izz- 
ard Company, Elmira, N. Y. 
Frank Gowell, Willson-Chase 
St. Petersburg, Fla.; Robert Scott Seaman, 
George Fennell & Co., Mt. Vernon, N. Y.: 
Howard Whelpley, Pacific Power & Light 
Yakima, Wash.: Frank Seniot 


Store, Pawtucket, R. | 


Company, 


Company, 


New York 


Lace 
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John Rippely, Pelletier’s, Topeka; Arthu 

). Lovald, The Barden Store, Kenosha, Wis.: | 
Harry S. Boyd, Bradshaw-Diehl, Hunting- 

ton, W. Va.; Charles H. Tenney, Rosen- 

field's, Baton Rouge; Joe W. Carper, L. 

Schwartz Company, Uvalde, Texas. 










































































Jack Krumholz, Union Home Furnishers. 


Inc.. Troy, N. a OU. F. Harris, Famous Saas” j 
Department Store, Fullerton, Calif.; Bob >_> j 


Graves, Goldstein-Migel Company, Waco, 


Texas; Frances Osborne, Holman's Depart- 
ment Store, Pacific Grove, Calif.; Don | 


O'Dell, Charles V. Weiss Company, Rock- | 
ford, Ill.; J. J. Needleman, Benesch & Sons, | 

Again Mileo presents a line of 
mannequins that is distinctive, 


LT 


Allentown, Pa.; John J. Farren, The Union | 
Dry Goods Company, Macon; Art Herndon, 
Wiley Dry Goods Company, Hutchinson, 
Kan.: Robert A. Altman, Damon's, Ine., 
Mason City, lowa; L. G. Jenkins, The James 
L. Tapp Company, Columbia, S. C. 

W. G. Fowler, Fairmont, W. Va.; Carl 
J. Benedict. Gold & Co., Lincoln, Neb.; M. | 
H. Luber, The Killian Company, Cedar | 
Rapids: Howard E. Metcalf, Dunnington 
Apothecaries, Brockton, Mass.; William H. 
Bailey, Perth Amboy Hardware Company, | 
Perth Amboy, N. J.; Jesse O. Buckhalter, | 
England Brothers, Pittsfield, Mass.; Harley 
Hammerschmidt, Sheboygan Dry Goods 
Company, Sheboygan, Wis.; Alvin Brothers, 
Meyers-Arnold Company, Greenville, S. C.; | . 

Jere Ellis and Pt Sturtevant, The Har- | SSS beautiful and reflects current 
ris Company, Redlands, Calif. ————— style trends. "Sophisticated 

Lamont A. Ware, Watt & Shand, Lancas- | == Ladies" will add to the charm 
ter, Pa.; Howard E. Martin, Empire Dis EE_= 
trict Electric Company, Joplin; Robert J. 
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and merchandising power of 















































Widmer, Olson & Veerhusen, Madison, |$pS>=== your displays. Make it a 
Wis.; Paul McKenna, Myer’s Department | === siopoint to see these new 
Store, Clearwater, Pia. : Fred E. Johnson, ===  WMilee mannequins. The 
Delta Hardware Company, Escanaba, Mich.: . a 

F. W. Woolworth, Collingswood Lions Club, Mileo lines include 
Collingswood, N. J.; Aime J. Paulhus, children of every age, 











Blackstone Valley Gas & Electric Com- 





Rogers. 





including infants. 





\ones | Pany: Woonsocket, R. I.: Robert J. Flynn, Kae == 
aia Stanley's Women's Wear, East St. Louis, papery me 
S Ss, 





Ill.; C. F. Cutter, Hart Albin Company, 
Billings, Mont.; Olon S. Thorpe, Sears, 


Roebuck & Co., Hackensack, N. J. 


nkcorn, 
Palouse, 
irniture 


) (=== 
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> H: G. Martin Storck, South Carolina Elec- revnacet wenennsnce —————————— 

, all- : i , a : : : eserTaTee ———————e 
Fort tric & Gas Company, Columbia, S. C.; Jos- | 

ire Gas | Ph B. Whitney, Van Dervoort Hardware | 


re Company, Lansing; R. R. Webber, C. R. | 
very \nthony Company, Winfield, Kan.; Clyde C. 
Batson, Power's, Clarksdale, Miss.; Edward | 
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mn, Ine, F. Kennedy, Parke-Snow, Roslindale, Mass.; | = 
= Gene Sander, Feldman’s, Inc., Lima, Ohio; = - 

Furni- R. P. Ealfreth, Bowman & Co., Harrisburg, ——— — SS ——— 
Harry Pa.; Gerald K. Taylor, Loeffler’s Men's | ™ ie ——s - 








» Clare Wear, Clearwater, Fla.: Russell C. Snyder, 4 
oe M. T. Garvin & Co., Lancaster, Pa.: Jesse ~ - ; 
aan 1 el & Co., Lancaster, Pa.; Jess RAISED LETTERS G tD | D | Eff ts; 
North A. Clark, B. A. Sellers & Sons, Burlington, e€ aZZ ing ISp ay ec S| 


Claire, Q dotth Carolina. A DISPLAY NECESSITY with 


Com: Mrs. Howard Stokes, Stokes Drug Store, 


duress, Taylorville, Ill; Rutland’s Department CORK LETTERS e DIAMOND DUST 


es Te Deletes Bia. Baad 1 tial e SILVER FLITTER 
Tupelo, | Store. St. Petersburg, Fla.; Earl R. Haffner, POSTER BOARD LETTERS e CRYSTAL BEADS 














Seta The Home Company, Ashland, Ohio; Levin's ‘ 
Pong Furniture Store, Kensington, Pa.: Vernon FELT aren e GLASS TINSEL 
ee D. Naden, Globe Department Store, Wauke- METTALLO BOARD . ' ; : , Q 
ympany, Glass Tinsel is available in Silver, Gold, 
IF. Izz- gan, Ill.; D. E. Walker, Anthony & Sons, CORRUGATED PAPER LETTERS Blue, Green, Red and Black 
W ct be er 7 ae . ae 
( ‘ h : — ones oo ee ee Eight Styles to Choose From Prices and samples furnished upon request 
ymipany, sr art-Gushard Company, Decatur, III. Sizes from 1%" to 9” 
seaman, = se receiving citations, in addition to F ‘iieciia tiie , EMPIRE TINSEL & BALLOTINI co. 
nN. Y.: the principal winners, in the larger cities PS Seavey 1265 Broadway New York, N. Y. 
- Light sification were: A. W. Rabbitt, Brown- FELT LETTER STUDIOS 
it unkin Company, Tulsa; J. H. Brewer 
Senor, a . ? ’ | . 
R 7 Bullock's, Los Angeles: Arthur Doeffinger, MANUFACTURERS | @ePlease Mention DISPLAY WORLD 


Jonasson’s, Pittsburgh; Leon Longmire, ee Wie en rina When Writing Advertisers 

















New Patriotic 





Ipeat for window and store decoration, and patri- 
otic displays. Flags of all Allied Nations in full 
colors, mounted on special shield that hangs or stands 
anywhere. Send for illustrated price list today. 


U.S. and ALLIED 


FLAGS 


U. S. and Allied flags in all sizes and 
materials. Write today for illustrated 
catalogue. 


REGALIA MFG.CO. 
Dept. 64, Rock Island, Ill. 








MODERN 


HANGERS 


of PLASTIC 





These beautiful hangers are made of cellulose 
acetate, have non-slip notch to prevent gar- 
ment falling from hanger. The supply is 
limited, so order yours now. 


SIZE DIVIDERS 


To Make Selling Quicker, Easier 


16 





Size control made eusy at low cost. lwo types. 


Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 


size, 2%" diameter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 10 

12” high by 4° wide. Either style, each... ¢c 


NATIONAL HANGER CO. Inc. 


545 EIGHTH AVENUE 


NEW YORK, N. Y. 








| 
| 
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Central Illinois Light Company, Peoria; 
Mary Ella Walker, Sears, Roebuck & Co., 
Youngstown; Joseph McCann, S. Kann Sons 
Company, Washington; Charles R. Ayres, 
Banner-Whitehill, Inc., Indianapolis; Au- 
brey L. Maley, The Broadway-Hollywood, 
Hollywood; John Fox, Paine Furniture 
Company, Boston; Verne W. Davis, Palace 
Clothing Company, Kansas City. 

Harvey C. Pettit, J. W. Robinson Com- 
pany, Angeles; E. Larson, Gimbel 
Brothers, Milwaukee; FE. Rabenstein, A. Vic- 
tor & Co., Buffalo; C. M. Griffin, Ohio 
Edison Company, Youngstown; Clement 
Kieffer, Jr.. The Kleinhans Company, But- 
falo; Leonard Styers, L. S. Ayres & Co, 
Indianapolis; Joseph Apolinsky, Loveman, 
Joseph & Loeb, Birmingham; Peggy Rausch, 
Buffum's, Long Beach, Calif.; George New- 
land, J. C. Penney Company, San Diego; 
David M. Portney, Victor Furniture Com- 
pany, Dayton. 

J. J. Zettle, 
Akron; Joseph q. 


Los 


The M. O'Neill 
Miller, Sr., 


Company, 


Sears, Roe- 


buck & Co., New Orleans; Pauline Steven- 
son, Shaw Jewelry Company, Dallas; R. L. 
Paxton, Shudde Brothers, Houston; H. H. 
Haney, Crawford Department Store, Chi- 
cago; Francis E. Mulroy, Mulroy’s, Syra- 
cuse; Grant Orbin, Kobacker’s, Canton; 


Karl EK. Wise, The Union Company, Colum- 


bus; Franklin W. Mann, Berkson’s, Kansas 
City; John A. Betz, Gladding’s, Inc., Provi- 
dence. 


Bronsing, J. Goldsmith & Sons, 
R. Laws, Philadelphia Elec- 


Joseph F. 
Memphis; E. 


tric Company; John H. Liesveld, Liesveld 
Flower Shop, Kansas City; Paul Beach, 
Union Pacific Railroad Company, Omaha; 


George Ritter, Ed Schuster & Co., Milwau- 
kee; Henry D. Morris, Schleisner Company, 
Baltimore; David Ostlund, The Boston 
Store, Milwaukee; Ernest Gerhard, Peoples 
Store, Chicago; J. W. Zealor, Fries & 
Schuele Company, Cleveland; Paul G. Niles, 
The Golden Rule, St. Paul; Sidney Ring, 
Saks-Fifth Avenue, New York City; Stephen 
Brown, Oppenheim Collins, Philadelphia. 
A. Frederiksen, Kline’s, Kansas City; Ed- 
ward A. Wenstrand, J. C. Penney Company, 
Omaha; Donald L. Shanks, Wm. Hengerer 
Company, Buffalo; W. H. McFall, Carroll 


Furniture Company, Atlanta; Jack  H. 


Crowe, Woolf Brothers, Wichita; Roger 
Johnson, Johnson's Bookstore, Springfield, 
Mass.; Donald D. Kester, Rothschild’s, 
Kansas City; Fred Rude, Baskin’s, Chi- 
cago. 


Harold Reed, The Stearn Company, Cleve 
land; Edward Fraser, Lamson Brothers, 
Toledo; Guy Malloy, Neiman-Marcus, Dal- 
las; L. R. Volz, Walgreen Company, Chi- 
cago; Irving Rubestein, Adam Hat Store, 
New York City; A. F. Early, Gilchrist 
Company, Boston; Mary Lou Bond, Kerr's, 
Oklahoma City; Oscar T. Knifsund, Hale 
Brothers, Oakland; Warren A. Herron, 
Roos Brothers, Hollywood; L. Bamberger & 
Co., Newark; D. L. Herndon, Woodward & 
Lothrop, Washington; Oscar A. Luke, J. L. 
Hudson Company, Detroit; S. E. Thompson, 
Sibley, Lindsay & Curr Company, 
cer. 


Roches- 
Eugene Supple, D. M. Read & Co.,, 
Bridgeport; Brooklyn Union Gas Company, 
Brooklyn; Vid Rosner, H. P. Selman & Co., 
l Helen Waddingham, 


Lipman 


Louisville : 
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Wolfe & Co., Portland, Ore.; C. E. Len.- 
hart, Hochschild Kohn & Co., Baltimore; F, 
M. Yost, G. Fox & Co., Hartford; William 
Locke Nelson, Sommer & Kaufman, San 
Francisco. 

Lee W. Court, Wm: Filene’s Sons Com- 
pany, Boston; Roy H. Heimbach, Michigan 
Consolidated Gas Company, Detroit; Dor- 
othy L. Allen and Lillie S. Touzinsky, Erker 
Optical Company, St. Louis; Ray Redd, 
Milgrim’s, Cleveland; Frank Burgard, Jen- 
kins Music Company, Kansas City; 
Sandsbury, Sears, Roebuck & Co., Tampa; 
Martine Kane, Helena Rubinstein, New York 
City; Lloyd T. Crownse, Sears, Roebuck & 
Co., Omaha; C. J. Westvig, Juster Brothers, 
Minneapolis. 

Everett W. Quintrell, Elder & Johnston, 
Dayton; Paul L. Wertz, Burger-Phillips, 
Birmingham; Ernest J. Renaud, Liggett 
Drug Company, Boston; Lowell F. Sheldon, 
Roebuck & Co., Sacramento; O. B. 
Nashville; Bob Coe, 
Carl's, Antonio; Adrian  Delsman, 
Frederick & Nelson, Seattle; W. Arthur 
Gray, Lansburgh & Brother, Washington. 

The contest just ended was the idea of 
Charles W. Alexander, War Advertising 
Council. 

Plans are now under way for a far more 
comprehensive display contest to be held in 
conjunction with the Sixth War Loan in 
November; prizes totalling from $50,000. to 
$150,000 are planned, and the contest will be 
divided so that department stores compete 
against similar firms, florists against flor- 
ists, specialty shops against specialty shops, 
and the like. Full details will appear soon 
in DISPLAY WORLD. 


Sue 


Sears, 
Sullins, Loveman’'s, 


San 


New Display Firm Formed 
By Cook and Meier 

Al D. Cook and Ernie H. Meier 
formed a new display firm under the name 
of Cook & Meier at 159 North Michigan ave- 
nue, Chicago, where they will manufacture 
and distribute distinctive display 
Facilities include a modern plant for 
wood, plastics and novelty production; the 
firm taken the entire seventh floor at 
the above address, with 8,500 square feet 
of floor space. 

Both Cook and Meier were associated with 
the Adler-Jones 
number of years before forming their own 


have 


decora- 
tions. 


has 


Company, Chicago, for a 


company. 


San Antonio Club 
Holds Meeting 


The July meeting of the San Antonio [1s- 
play Men's Club was held late in July, 
with eighteen present. A report on the Chi- 
cago and New York City Display Market 
weeks was presented by Elmo Frost 
Brothers, and A. Fox, of Fox Display Serv- 
ice. Future meetings of the club were post- 
poned until September. 


Rice, 


Jack Larsen Killed 
Over Germany 

The Chicago Paper 
has announced the death of 
Larsen, who was killed in action over Ger- 
many on June 20 while serving as a raddio- 
gunner on a B-24. Larsen entered the Au 


April 17, 1942. 


Company, Chicago. 
Set. Jack J 


Force on 
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E. Len Shulton Awards Prizes 
nore; F,— In Father's Day Contest 


William Shulton, Inc., New York City, has an- 
an, San nounced the winners of the sixth annual 
Father's day display contest for “Early 


as Ci m- American Old Spice” toiletries for men. The 
fichig in stores were divided into two groups; spe- | 
it; Dor- cialty shops and department stores were in | 
y, Erker Classification I, and drug stores in Classi- omes rOug 
y Redd, fication II. All awards were in War Bonds 
rd, Jen- and Stamps. 
re Niue 
Tom c Peer ae a ee A great tribute is due the displaymen of 


oy S. Donald: Company, Minneapolis, | . . STAG 
ow You § + S Pamatbon <ompnny Sigg America for having made the FIFTH 
won first prize of $400; second prize, $250, 


ebuck & . ‘ ‘ | = : . rn —a 

brothers went to Leslie D. Slack, Wurzburg Dry | WAR LOAN DISPLAY CONTEST such 
Goods Company, Grand Rapids, and third 

prize, $125, was awarded to John Houswood, 


| a great success. Windows of great imagi- 
Oonnston, 


Phillips Adam, Meldrum & Anderson, Buffalo. Ten | nation and power on the main streets of 
. four rize t $25 eacl rent to the fol- | ‘ - ‘a 
Liggett fourth prizes of $25 each wen | cated bai cailli ; : , 
—— cis & Oe Siemeean Hider, Lda & America played an important part in the 
O. B. Curr, Rochester; E. Lawrence Vollmer, J. | great success achieved. Our hats are off 
‘a Coe N. Adam & Co., Buffalo; Harry A. Jensen, | f his fi sas om 
ited The Broadway-Pasadena, Pasadena, Calif.; to you for this fine patriotic accomplsh- 
prem Richard A. Staines, Vandever's, Tulsa ; | ment. 
ngton Lloyd Cox, James Black Dry Goods Com- | 
ro ee pany, Waterloo, Iowa; A. J. Roeder, Wm. | 
| 


H. Block Company, Indianapolis; Sol Ka- 


mensky, J. A. Kirven Company, Columbus, | And Thanks 


ar more Ga.; Earl E. Wise, The Union Company, | ele 
fat den Columbus; Stuart A. Raymond, Broadway A Million 


L cae ie Department Store, Los Angeles; George H. 
4 c i 


rertising 


0.000. to Wagner, Brandeis & Sons, Omaha. - 

will be In Classification IL: Corwina Love, During New York Market Week we had 
compete Parkway Drug Company, Chicago, first prize | the pleasure of vour visits to our show- 
ist flor of $400; Menroy B. Mills, Trenot Pharmacy, | : : 

y shops, Rockford, Ill., second prize of $250; A. Wil- rooms in larger numbers than ever be- 
Orme liam McMahon, Glaser Drug Company, | fore. We are grateful for your consider- 


Richmond Heights, Mo., third prize of $125. 
Ten awards of $25 each went to: Howard FE. 
Metcalf, Dunnington’s, Brockton, Mass.; A. 
L. Flower, Bigham-Dambach, Inc., Buffalo: 
Thomas Schratz, Eckerd’s of Ojl City, 


ation and can assure you a continuance 
of that dependability for which the name 


of Siegel is so well known. 


ai = Franklin, Pa.; G. Haywood Jones, Zebulon 

nee ' Drug Company, Zebulon, N. C.; R. Wood- 

satel ard, Shapero’s Drug Store, Detroit; Edward | FIXTURES - RACKS - MANNEQUINS - 
preci M. Conway, Frank E. Kunkel Apothecary, FORMS -- WOOD, PLASTIC AND COMPOSI- 
sae Cincinnati; Edmund J. Heinly, Gibbs Peo- | TION NOVELTIES -- DISPLAY SPECIALTIES 


lant for : : : : : 5 
ples Service Stores, Coatesville, Pa.; E. D. 


on; the 2 : : aire 
Dalaskey, Ford Hopkins Company, Chi- 
floor at ay i . _ Ps ‘ 
vom feat cago; Kenneth R. Henning, Reader's Cam- 
= eC 


pus Drug Store, Chicago; Gene Klumpp, | N Si 

Walgreen Drug Company, Chicago. 

ted with at Ie ee 

, for a The contest manager was Irma Ericsson, | 

‘ir own advertising manager of Shulton. The judges | ° 
were Elmer Sheets, editor, Beauty Fashion; 39 W. 37th St. New York City 
Leland G. Wesley, Wesley Associates, both 
of New York City, and R. C. Kash, editor, | 
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HO | is- ila 


n July, Tennis Week Contest 


he Chi- 


Market Won By Kringelbach 





OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 





chet ” alter J. Kringelbach, who does his dis- | EQUIPMENT including repairing of all breaks and cracks: 
y Serv- play work between shifts in a shipyard, was | Largest and most complete stock over-all spraying in a choice of flesh tones: new 
re post- Winner of first prize and a $50 War Bond in | of Display Materials carried in the makeup styled to your individual requirements: 


the National Tennis week display contest NORTHWEST 

aT ct Sporting Goods Dealer. St. | MANNEQUINS @ RACKS @ HANGERS 
ponsored by the Sporting Goods Dealer, St. | — apTIFICIAL FLOWERS @ GRASS MATS 
Louis. The display was installed for Mast’s, | BACKGROUND PANELS @ LUCITE 


aro , a ca arene aaareda. | FIXTURES @ STAPLES @ FACIL FAB 
Ii . Seattle. Jack A. Hybarger, Leonard's, | FLAGS @ DECORATIVE PAPERS 


Fort Worth, won a $25 Bond for second | SEND FOR CATALOG 
| place. Other prize winners were E. M. Me- 795 BROADWAY @ NEW YORK CITY 
GRomercy 5-9117 


age : 
Farland, Oshman Outdoor Store, Houston; 
Joseph Whitney, Van Dervoort Hardware | 


and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 







ERIA 


~ ~~ 











NOVI 
< ao AA YY a 
= Write for Prices and Free Copy 


Comps ansing, . Lenne “ : aie oi 
company, Lansing, and Joe Kennedy. | 7 pouRTH AVENUE, SEATTLE 1, WASH. of “10 Tips on Manikin Care 
Scruggs, Vandervoort & Barney, St. Louis. 
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SCATTER | 
COLOR and APPEAL | 


Around Your Window Displays 
LATEST FALL COLORS NOW PRODUCED 


Your window floors look different when 
your displays are set off with either 
Wood Flakes, Kubes, Chips, Shredded 
Fibre. Stones. Sand, Cork, Tan Bark, 
Tinsel. Pearl Chips, Sea Shells, ete. 





Latest Fall and Xmas numbers. 


Made in all rich, standard colors and in 
combination of colors. Good for open 
areas around tree trunks, posts, odd 


Inexpensive and most sensational way 















Manufacturers of . a ee : 
Clark, dean of Cooper Union Comp 


(Trade Mark Reg. U. S. Pat. Off.) International Association of Display. Helen 
PRODUCTS Two sets of identical prizes totaling $5,000 — pany, 
in War Bonds were awarded. One set went low. 











In the first group, first prize of a $1,000 9 way-l 





Pizitz Dry Goods Company, Birmingham. Irene 

EFFECT OF LEATHE Wilkins’ entry is pictured above. Second — lam 
prize, a $500 War Bond, went to Richard A. Mrs. 

» Staines, Vandever Dry Goods Company, — pany, 

Price of Paper Tulsa. Hundred-dollar Bonds went to each Black 

dilate, of the following: George H. Wagner, J. L. lowa; 
WITH Brandeis & Sons, Omaha: John E. Cooke, Pittsfi 


Coulter's, Los Angeles; Roy H. Heimbach, — Store, 





A CLOPAY 
PRODUCT , 





Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


1629 LOCUST ST. ST. LOUIS, MO. 











Display Dept ulation or over and the second to display tur, I 
65 N. 6th St. eitinn 0 managers in cities under 100,000. The con- Bond: 
yay She Fe | test attracted numerous entries. Alexa 


War Bond went to L. L. Wilkins, Louis Instrument 
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eer PRopUcTS rea | ~~ POSTURE CONTEST WINNERS 


las Sellers, ‘ie P. Allen & Co: 


of solving your floor problem. Can be Winners of the National Posture Week _ troit; 
reused many times. window display contest sponsored by S. H. Atlanta; Arthur 
NO PRIORITIES NEEDED—PROMPT Camp & Co., Jackson, Mich., were recently Company, New 
SHIPMENTS—SEND FOR CATALOG made known. The board of judges included Sibley, Lindsay 
AND FREE SAMPLES. Reginald Atwater, M.D., executive secre- ter: F. A 

tary, American Public Health Association; Chattanooga; C. 


J. Harper, Edward Malley 
Haven; S. E. Thompson, 
& Curr Company, Roches- 


‘Rhoads, Electric Power Board of 


T. Horton, P. A. Bergner 


any, Peoria; Miss C. Houston, C. E 


the 
Mackay 


® Guy Gayler ark, y, ss i 
oa Art School; Lew Hahn, general manager, Chappell & Sons, Syracuse, and Edward H. 

I National Retail Dry Goods Association, and — Lisle, Halliburton’s, Oklahoma City. 
Ray W. Parks, former president of the In » second group, first prize went to 


Huber, Dickson-Ives Com- 


Orlando, Fla., for the display seen be- 
Second prize was won by Arthur L. 


. 
National Sawdust Co., Inc. to display managers in cities of 100,000 pop- © Squires, Gebhar 


t-Gushard Company, Deca- 


ll. Each of the following won a $100 


asadena; 


Heineke, 


kK. Brame, 


ndria, Las 


R. J. Patterson, Weiss & Goldring, 


H. A. Jensen, The Broad- 


Elizabeth M. Clark, Kloman 


Company, Charleston, W. Va.; 
Goldwater's, Phoenix; Wil- 


Glasgow's, Jackson, Mich.; 


Mildred Carter, Metzger-Wright Com- 


Warren, 


Pa.; Lloyd M. Cox, James 


Dry Goods Company, Waterloo, 
J. O. Buckwalter, England Brothers, 


eld, Mass.; 


Rowe J. Hoffman, Boston 


Fort Smith, Ark., and M. H. Luber, 





ANB LF 
ME LSE RE LPS 
lhe ete V8 18 


IS VOUR 188 


Michigan Consolidated Gas Company, De- The Killian Company, Cedar Rapids, Iowa. 
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ty 
Vithe 


MAIL THE 
COUPON TODAY 


Place your Order for VELUR-TEX 
now. Since its introduction the de- 
mand for VELUR-TEX has taxed 
our facilities and we want you to 
be sure to get a supply. 
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EVERYONE’S 
Raving 
About... 

























































eB - Member 
95 ¥ BATIONAL ASSOCIATION 
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PRESERTATION 





“The House of Service’ 


AA EK A 


d FABRIC CORPORATION. \ | 
NEW YORK 19 — 130 WEST 46TH ST. 


CHICAGO — 6 EAST LAKE ST. 
LOS ANGELES—819 SANTEE ST. 































You CAN'T 
BEAT THESE 
2 BEST 
SELLERS 


* 


WAR BONDS 


and 


CRESCENT 
Quality 
CARDBOARD 


* 


CHICAGO CARDBOARD COMPANY 
CHICAGO, ILLINOIS 












































GET THE TOUCH OF 


GOOD DISPLAY 


easily and quickly with 


FLOCK 


THE MODERN DISPLAY FINISH 


Every day more display studios 
and display experts are learning 
the excellence of flock-finished 
displays. FLOCK gives you at- 
mosphere, smartness and color at 
very low cost. 


Try it and be convinced! 
= 
BE SURE TO USE 
M-L FLOCK 


FOR BEST RESULTS 
é 


MYERS-LIPMAN 


WOOL STOCK COMPANY, Inc. 


Manufacturers Since 1875 


20-26 N. Moore St., New York City 
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VISUAL MERCHANDISING 
[Continued from page 16] 

right way. We are not responsible for buy- 
ing the right merchandise for the right peo- 
ple, at the right time or at the right price. 
Our responsibility rests on another author- 
ity: that of the buyer and the merchandise 
manager. They buy it we sell it, and 
in this connection we would do well to in- 
vestigate the possibility of having our visual 
merchandise departments transferred from a 
non-selling to a selling division. 

May I conclude the first part of this dis- 
cussion with an appeal that you consider 
with favor the acceptance of this modern 
definition of the function we now call dis- 
play —namely, selling —and also that you 
consider sympathetically a new name to de- 
this function: visual merchandising 
managed by visual merchandisers. 

The objective of this 
is to attempt a systematic search for tech- 
niques that will help us to conform to this 
new definition—selling. 

Before considering 
through visual merchandising we must think 


scribe 


second discussion 


how we can. sell 


about the person we expect to sell to—the 
customer. I doubt whether we have a clear 
picture of her. True, we know how she 
shops, but it is debatable whether we know 
how she would like to shop. We recognize 
her shopping habits have 
ated them over a period of 100 years or so. 
We know little of her shopping preferences 
She claims she loves 


because we cre- 


except in the negative. 
to shop, but that a half day’s shopping tires 
her out, and her man says he hates to shop 
in a department store. Why she tolerates 
this abuse can probably be explained when 
we note that she has no other way of shop- 
ping 
pends on how 
easier for her to buy better goods at a lower 


How long we remain so de- 
someone else makes it 


we're it! 


soon 


price with greater ease—which incidentally 
is a pretty simple definition of her shopping 
preferences. 

There are those who claim that easier, 
quicker shopping for better goods at lower 
prices is not the ultimate of her preference. 
They say she wants service plus style-right- 
ness. All right—let’s add these other parts 
of a whole value to what we have said be- 
fore. She would ultimately like to shop in 
that place that is most accessible, and where 
she can get, not only better goods at a lower 
price with greater speed but, in addition, 
style and this consumer 
Utopia, the retailer says “Nuts! It can’t be 
(Industry, incidentally, didn’t say 
four-motored couldn't be 
Perhaps 


service. So, to 


done !” 
that a 
done, fast and relatively cheap.) 
we can't accomplish all objectives 
overnight. We all can’t immediately build 
new postwar plants in locations, but 
we can, through the device of visual mer- 
chandising, begin now to establish efficien- 
cies that will make it possible for us to sell 
better goods at lower prices. 

There is only one broad way we can do 


bomber 
these 


new 


this, and that is to lower the costs of selling 
goods. Three methods can accomplish this, 
and all are the function of visual merchan- 
dising: (1) speed up sales; (2) employ the 
foot space within our existing plants more 
efhiciently ; (3) accomplish both these objec- 
tives and, at the same time, lower operating 
and selling costs. 
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Let’s discuss No. l—speed up sales. Ii 
there is any axiom that applies to retailing, 
it might be, “The customer must see whiat 
she expects to buy.” Therefore, the speed 
of a sale will be relatively fast or slow 
in relation to the time it takes to show her 
the merchandise. Every time the salesgirl 
starts a sale with the question: “What do 
you wish to see, madam?” time is lost he- 
cause some other customer has to wait while 
this showing process goes on. If we elimi- 
nate this waiting list, we make it possible 
for one salesgirl to increase the number of 
sales she turns over each day. This is one 
way of reducing selling costs. Therefore, 
the job of visual merchandising is, first, 
to place one unit of every piece of merchan- 
dise to be sold in the clear sight of the 
greatest number of customers; second, place 
or arrange each unit so that its most desir- 
able feature is emphasized. (This feature 
might be color, silhouette, texture. trimming 
function, fit, etc.) 

There is another technique we can em- 
ploy to speed up sales through visual mer- 
chandisitig, which is to surround the mer- 
chandise with attention-getting 
an effort to create an impulse to buy goods 
for which there is no predetermined desire 
to buy. This implies that there are two types 
of customers, and also that each 
is at all times both types: Type 1—The cus- 
tomer who expects to make a specific pur- 
Type 2—The customer who may buy 


devices in 


customer 


chase. 
something if she sees it and it looks right 

Every customer is Type 1 when she ar- 
rives at the counter or area where the goods 
that she came in to buy are located. Ever) 
customer is the second type when she is g 
ing towards her specific destination and 
when she is going away from it. 


)- 


Visual merchandising can sell her the 
thing she specifically wants more quickly, 
and also can attract her attention to some- 
thing she didn’t expect to buy until she saw 
it. For example: she comes in to buy gloves. 
She is not thinking of the beach or the sun. 
Therefore, there is no reason to expect her 
to look at the sun-tan preparations. Be- 
sides, the labels on these jars or bottles are 
too small to attract the disinterested eye 
However, if she sees a visual presentation 
of a colortul arrangement of sand, sun, 
beach umbrella, and bathing figure all done 
in miniature, she may more readily look at 
it. Once she sees it, she will through the 
association of ideas think of the 
the sun. This thought may lead to the idea 
ot buying. At least, if she didn't look, she 
couldn't see, and if she didn't 
couldn't think, and if she didn’t think, she 
couldn't buy. So we discover that the com- 
plete chain of looking and buying is welded 
together with a link of visual merchandis- 
ing. 


beach or 


see, she 


Further examples attempting to prove that 
visual merchandising will speed up sales are 
unnecessary. It is necessary to discuss the 
question that is probably going throug! 
your minds. “Where do we find all. this 
space to show one of everything we sell, anc 
at the same time provide a place for visual 
presentations that we hope will excite am 
impulse in the customer to look at goods 
that she did not expect to buy?” 

This answer to 
method we 


ni 


the secon 
namely, em 


requires an 


mentioned above, 











» eg 


les. If 
tailing, 
e what 
e speed 
yr slow 
1OW her 
alesgirl 
Vhat do 
lost be- 
it while 
e elimi- 
possible 
nber ot 
~] is one 
ere fc Te. 
s, first, 
erchan- 
ot the 
d, place 
t desir- 
feature 
‘imming 


‘an em- 
al mer- 
1e mer- 
vices in 
\ goods 
l desire 
vo types 
ustomer 
‘he cus- 
fic pur- 
nay buy 
cs right 
she ar- 
ie eoods 

Ever) 
e is £0- 


on and 


her the 
quickly, 
» some- 
she saw 
gloves 
the sun 
yect her 
is. Be- 
tles are 
ted eye 
entation 
id, sun, 
all done 
look at 
ugh the 
each or 
the idea 
0k, she 
ee, she 
ink, she 
he com- 
welded 
s*handis- 


ove that 
ales are 
ClUISS the 
through 
all this 
sell, and 
r visual 
<cite an 
t goods 





AUGUST, 1944 


ploy the foot space within our existing plant 
more efficiently. 

Before discussing this, we should note 
that we have two types of merchandise: 
that which the customer must try on for fit; 
that which the customer will not try on. 

The following remarks apply to the sec- 
ond type: if the customer will buy every- 
thing that she does not have to try on for 
fit from a sample (as she now buys furni- 
ture or china), the creative mind instantly 
envisions drastic changes in the layout of 
all selling areas where this type merchandise 
is now stacked. If sample selling can be 
accomplished, a new idea in packaging and 
shelving stock arises. An idea that pro- 
fesses to use space more efficiently. It is 
this: the sample that is to be presented 
visually will be as big as is necessary to 
show all of its features and to dramatize 
its best selling feature. All duplication of 
the sample — or forward stock — will be 
packed as small as is possible to consume 
the least possible space. 

For example, men’s shirts now consume 
They are not only 

but they are not 
A man’s shirt can 


16 inches of shelf space. 
the worst “stocking size,” 
the best size for showing. 


be folded to take as little stock space as 
6 by 6 inches. The best way to show a 
shirt is on a shirt form where tailoring, 


color-type, cuff-type, fabric, and pattern can 
be seen quickly, all at once, and appealingly. 
(Incidentally, a tie can also be shown on the 


form, thereby accomplishing  related-sell- 
ing through visual merchandising.) This 
one example means that the 16-inch shirt 
space can be reduced to 6 inches. The 10 


inches of space saved can be used for vis- 
ual presentation with the object to cut costs 
through a speed-up of sales. 

In connection with the efficient use of 
space, we have implied that must 
serve two functions: serve the requirements 
of visual selling; serve the requirements of 
duplicate stock for cash or charge-take sell- 
ing. 


space 


If we could remove all duplicate stock 
from the floor as we now do with furniture, 
we would provide all our selling space for 
visual selling from a sample. We 
warehouse forward and reserve stock in one 
Our purpose would be to take up 
as little space as possible in this warehouse. 


would 
place. 


We would have no concern with wide aisles 
or aesthetic appearance. We would aspire 
to the efficiency of the stock-room. 

li the customer will buy from a sample 
discussing non-tryons) and if we 
could provide a way to deliver the article 
which has been purchased and is to be taken 
away by the customer ... not over the coun- 
ter... but at a package room adjoining 
some exit or exits... and if in doing this 
we could reduce the cost of wrapping and 
servicing, then we could increase the space 
we want for visual selling and decrease the 
space now devoted to duplicate stock. This 
would contribute much to lowering costs by 
specding up sales; by employing the space 
of our existing plants more efficiently. 

\ll_ these are only ideas 
and are prefaced by several ifs. We should 
distinguish between an idea and a theory. 
We have not yet reached the stage of theory. 
First, we get make 
and results of 


(we're 


above remarks 


second, we ob- 


the 


ideas; 


sery ations record these 
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W: are setting up our sales organi- 
zation on a Jobbing Basis and invite 
out of town inquiries from responsible 
and aggressive distributors. 


MAGNANI STATUARY COMPANY 


MANUFACTURERS OF HIGH CLASS 
PAPIER MACHE MANNEQUINS 


30 West 13th Street 


New York ll, N. Y. 





observations; third, we 


vations into 


classify our obser- 


groups of likes and 


fourth, we develop a theory based on these | 


classifications. 


We are now only at the first stage. We 
have had several ideas, which in brief we 
hope will prove that this function we call 
visual selling or visual merchandising will 


make it possible for the retailer to sell bet- 
ter goods for less money by lowering his 
selling costs. 

Our next step is observation (experiments 
to establish the truth or these 
ideas), together with a record of what was 
observed. suggesting several spe- 
cific experiments, we should that all 


records should be written for easy, continu- 


falseness of 


Before 
note 


ous reference. Every experiment should be 
itemized with the following data: (1) date 
(from beginning to end), (2) location, (3) 
square feet of space involved, (4) type of 
merchandise: (a) (b) advertised or 
unadvertised, (c) style or staple; (5) 
of traffic (high or low), (6) 
(7) cost of experiment. 

As you proceed with these observations, 
other data not in- 
need for data de- 


price, 
count 


sales made, 


you will probably note 
cluded in this list. This 
velops as your ideas increase. 

Based on the 
here are some things that warrant observa- 
tion: 

Check sales made from a section that has 
been planned to item 
against a section not so designed. 

Check sales made from a section designed 
for sample selling against a section laid out 
as a bargain table. (Make that the 
items and the price are the same.) 


ideas we mentioned before, 


show one of every 


sure 


Check sales made of an item that has been 
surrounded by a visual selling aid against 
the item without the aid (make sure 
you note accurately whether this item is ad- 


same 


vertised or unadvertised). 

Check all stock to see if it can be folded 
or packaged in a smaller size. Keep a rec- 
ord of the size before and after it has been 


unlikes ; 








| “MY Doulle Check 


THE DISPLAY ADVANTAGES 


EATON 


“WELVETY | 


% Trade-mark Reg. U. S. Pat. Office 
GRASS MATS 


Versatile—Use Anywhere 

“Eye-catching Real Grass Color 
“Fire-resistant—Mildew-proofed 
Pre-war Quality—Long Service 


“Economical! At Your Display 
Jobber 


EATON BROTHERS CORP. 


Hamburg, New York 














Beautiful non - 
aircraft stock. 
for display 


priority 

PLYW 

panels, fix- 

tures and other 

equipment. Thicknesses 1/32” to 1/4”: small, 

panels. Fir, Gum, Poplar, Birch, Mahogany. 
sonable! Lists mailed on request. 


store 
large 
Rea- 


CARMEN-BRONSON CoO., Dept. W 
Mt. Vernon, N. Y. 


160 E. Fourth St. 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 


























EDAR BARK 


¢ CEDAR POLES 
¢ BIRCH POLES 
¢ CEDAR SLABS 
e¢ BIRD HOUSES 


e RUSTIC & BIRCH 
DISPLAYS 


e RUSTIC FURNITURE 
« 


RUSTIC FURNITURE 
CO., Inc. 


Phone—Day: 68—Night: 147 
WILLIAMSTOWN, N. J. 




















AT LONG LAST 


A Perfected Manikin Cleaner 


refresh 


A product of laboratory research de- 
signed to clean manikins effectively with 
positive safety. REFRESH cleans any 
surface with miraculous speed and with 
no fuss or bother. Once used you will 
find it a necessity in the Display Depart- 
ment. Write for free sample. You'll like it. 


Sold in Quarts @ $1.25 
Gallons (@ $4.00 
Everett M. Bridge 


991 Main Street Buffalo 3, N. Y. 


We can repair and refinish your manikins 
and wigs—that is our business. Do yours 
need attention? 

















PEBBLE-TEX 


For copy cards, scrolls and cut-outs 


Six Sun Glow Colors and White 


Exclusive Distributor 


W. C. HURLOCK 


$105 Taylor Ave. 
SAMPLES ON REQUEST 


a ean Hill, Pa. 














TH AYER & CHANDLER AIRBRUSH 


for the artic ular artist 


for Catalog §2 


THAYER & CHANDLER 
910 W.VAN BUREN ST. CHICAGO. ILL 
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made smaller. Translate these dimensions 
into total cubic feet saved. 

Check whether merchandise sold on upper 
floors, which is to be taken, can be delivered 
to a package room at a main floor exit. 

Check whether wrapping 
servicing can be lowered as you do this. 

Check whether the customer wants to shop 
this way. 


costs. for and 


In short, get as many ideas as possible. 
Don't confuse them with a theory upon 
which you will spend real money. Believe 
nothing until you have observed and _ re- 


corded all physical and psychological phe- 
nomena at work while you try out your idea. 


Of course, this fact finding takes time. 
More time than you can possibly find. Have 
you ever thought that one person in your 


department with a bookkeeper-mind-and- 
training at a cost of from $25 to $35 a week 


can keep these facts for you? He will ac- 
cumulate sales figures from the accounting 
department. He will assemble data relat- 


ing to the merchandise from the sales girls. 
He will get physical layouts from the build- 
ing department. He will clock traffic. He 
will put it all on paper for 
of this ridiculously 
tion to the results. Don’t 
dustry spends millions in its efficiency 
partment. Design and alone 
didn’t make it possible for industry to pro- 
ducer better goods faster and cheaper. Eff- 
backed by obser- 
resulted in theo- 
put to work, lowered the 
You, as visual merchan- 
able to classify the 
those which show a 
with a lowering 
an in- 


you. The cost 
small in rela- 
forget that in- 
de- 


salary is 


technology 


based on an idea, 


classification, 


ciency, 
vation and 


ries which, when 

cost of production. 
dise manager, will be 
two findings : 
together 


those which show 


facts under 
speed-up of sale, 

of operation costs; 
costs. 


crease in operating 


two facts alone will contribute to 
your knowledge so that you will be 
able to provide retail distribution plants 
enough and efficient enough to sell all 
capacity 
distri- 


These 


soon 


large 
the goods that modern productive 
can make, and to lower the 
bution to a level that is in greater economic 
proportion to the cost of production. 
term 
with favor. 


costs of 


I hope will consider the visual 


you 


merchandise manager 





Veteran Displayman 
Dies Of Heart Attack 


Edward A. Munch, who joined Crosby & 
Hill, Wilmington, advertis- 
ing manager twenty-five died 
July 12 of a heart attack. A native of Den- 
mark, Munch came to this country when 
a child; he was 47 years old at the time of 
his death. In addition to his display and 
advertising duties at Crosby & Hill, he 
firm. 


as display and 


years 


ago, 


Was 
secretary of the 
Chapman eee ‘duniiee, 
Appoints Sylvia Ludorf 


Succeeding Ralph Nevling, on leave of ab- 


sence while in the navy, Sylvia Ludorf has 
been named display manager for T. A. 
Chapman Company, Milwaukee. Mrs. Lu- 
dorf joined the company about three years 
ago and eventually became Nevling’s first 
assistant. She was recently with Bullock's, 
Los Angeles, for a short time but rejoined 


Chapman's several months ago. 


AVGUST, 


"Candy Paper" Announced 
As Christmas Specialty 

creators of distinctiv: 
just announced a 


Laverne 
display 


Originals, 


papers, has ney 


line. Known as 


Christmas 
and colorfully done, 
Laverne 1s 


York 10. 


addition to its 
Candy Paper,” 
item is pictured here. 

at 225 Fifth avenue, New 


the new 
located 





Star Is Added 
To Darling Flag 

Word has been Trowbridge 
H. Stanley, president, L. A. Darling Com- 
that the firm’s metal plant at Bronson, 
Mich., has been awarded a= star for the 
Army-Navy “E” flag now flying 
plant for excellence in war production. The 
star means that the Darling company merits 
recognition for months. “I” 
six-month 
Darling 
and volume 


received by 
pany, 


over the 


another six 
awards are issued for periods, 
and the production at 
tained the high quality 
won the original 


has) main- 
which 
recognition. 
Thompson Joins May, 
Los Angeles 
The 
display director for 
Company, 
He takes over 
pany, Angeles. 
Lloyd Redfern, 


Thompson as 
& Curr 
announced. 
May Com- 


resignation of Stanley 
Sibley, 


has 


Lindsay 
been 


The 


Rochester, 
display for 
Los 
former first assistant, suc 
ceeds Thompson as display manager tor 
Sibley’s. 


New hannemen Cleaner 


Placed On Market 


Everett M. Bridge, mannequin repair spe- 
cialist, has placed a new mannequin cleaner 
on the market. Known as “Refresh,” the 
cleaner will be promoted from Bridge's 
headquarters at 991 Main street, Buffalo 3 
Display Factor 
Is Married 

Announcement has been received of the 
marriage of Miss Lucy Milner to Alvin M 


at Charlevoix, Mich. 
American Fixture & 
The couple will 
Park Plaza, St 


Mendle on August 4 
Mendle is president of 
Mfg. Company, St. Louis. 
be at home at the Hotel 
Louis, after August 20. 
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Darling Announces 
New Design Chief 
Jess F. 
of the L. A. 
partment, according to an announcement by 
Trowbridge H. Stanley, 
Mich., firm. 


Darling Company design 


president of 


Bronson, Maxwell is well 





—Jess Maxwell— 


known in national display circles, and par- 


ticularly in New York City where he spent 


many years as a designer and producer of 
fine displays. He joined Darling seven 
years ago in the New York office. During 


the past three vears he has been in the 


Bronson office, specializing in customer con- 
surveys and the 
ern display equipment. Maxwell's wealth 
of experience will devoted to the 
many new developments in the styling 


tacts, store design of mod- 
now be 
and 
construction features of the postwar Darling 
displays. 
Display Publicity Sinaesed 
On Gifts For Those In Service 

Retailers are being asked to give publicity, 
including display, to suggested gifts for men 
and women in service, both here and abroad. 
It is pointed out that certain gifts are a 
of money, others are subject to 
parts of the world, 


sheer waste 
deterioration in certain 
and so on. 

A list of gifts compiled by the Washing- 
ton Post has been based on interviews with 


men and women overseas, veterans in gov- 
ernment hospitals, post exchange officers, 
nurses, Red Cross workers and others. The 


list is being passed on to retailers through 
the American Retail Federation, and is di- 
vided into four things to eat, 
things to use, things to wear, 
cherish. 


sections : 
and things to 


It is suggested that displays can tell the 
public of the need to select gifts with care. 
Service people emphasize the need for prac- 


Maxwell has been appointed head 
de- 


the 


tical things. They warn against sending | 
leather goods to the tropics because of 
heavy mold; chocolates are excellent for 


cold climates but melt in the tropics; elec- 
tric equipment is impracticable where there 
is no electricity or change in currents. Food 
Must be shipped in sealed tins to protect 
against rough handling, and crush- 
ing. Cameras, liquor 
bidden by the authorities. 
cheaper at the post exchange. 
No opportunity should be overlooked in 
driving home to the great im- 
portance of proper packaging and address- 
ing. The Fleet Post Office in Pearl Harbor 
reports from 75,000-125,000 
rectly addressed letters and parcels weekly. 


insects, 


and diaries are for- 


Cigarettes are 
sendee the 


cases of incor- 
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TSTAN 





seen it. 


@ Also new—French Marble. 
request for samples. 


112 W. 42nd STREET 





DING AMAS PAPERS 


New! Dramatic! Exclusive! 


@ You know our distinctive and original display papers, for display- 
men in profusion have bought — and re-ordered — the famous 
Zebra, Richtone, Stripe effects and many others. These are still 
available for prompt shipment. 


@ Now we have added a new and novel Christmas line which has 

been called "The most unusual in display!" 
A wide range of colors—lavish tinsel effects—striking 
patterns—these are only some of the things which make this new 
line so striking and dramatic. Write today for samples and prices. 


Be sure to include this item in your 


DISPLAY PAPERS FROM 26" TO 107'' WIDE 


DINGLEMAN COMPANY 


by many who have 


NEW YORK CITY 


x 


18 





NEW YORK DISPLAY 
[Continued from page 9] 


leaves of this imaginative tree were cutouts 
of black flint paper with vein motifs painted 
pink. The quite 
fashioned as it black 


disk 


seamless 


on in large spider was 


handsome, was of the 
chenille covered wire 
sprayed in black flitter, the 
paper background 
black and pink color theme. 

In decoration, “The Corner Cupboard” at 
Franklin Simon those attributes 
the name gay charm. 
In designing pinafores, 


with a center 
pink 


scroll for completing the 


possesses 
suggests—cozy with 
this 
aprons and house coats, 


corner for 


Winston Jones, in- 


terior display director of the store, chose 
two light blue and white wall patterns to 
set the color note. The bow knot pattern 
was applied to the backwall panel and to 
finish the sides of the show cases, while a 
small blue and white check gingham pat- 
tern was applied to all the frame work of 
the back of the counter shelves; the shelves 


walls of the inset were painted 
Ice cream parlor chairs painted 


a deep rose were fitted with chintz cushions 


and 
pure 


Cases 


white. 


ina red strawberry pattern on a light blue 
ground. Ruffles of the chintz, potted red 
geraniums, and pottery plates formed 
an elevated shelf trim top 
white table with a paper 
fruit and vegetables and a bird 
cage blooming with red geraniums accen- 
tuated the touch. Floor tables 
woodwork were painted a Delft blue. 
setting is not pictured. 


TOSe 
and a marble 
bowl of crepe 
white reed 
and 


This 


homey 





Latest Stlle WIGS 


L TYPES—FOR MANNEQUIN 
Line’ cof Wiggers Sus 


PRICES. 


AT * POPULAR 
ARRANJAYS WIG CO., NEW fs 


ne Chelsea 8 














A LINE . 
GREATER THAN EVER! 


LUCITE 
PLASTER 
WOOD and 
METAL 


FIXTURES 
DISPLAY FORMS 
and FLOWERS 


and, of course, the beautiful 
CORONET Mannequins and 
Wigs. 


Display Equipment Corp. 


147 W. 37th St. New York, N. Y. 
















AIR BRUSH 


CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


Send for the 
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OPPORTUNITY EXCHANGE 








displaymen and women. 


after three months. 


Well-rated Chicago Department Store 


DISPLAY PERSONNEL WANTED 


Chain has several opportunities for 
To qualify, some experience in interior display, store 
designing, window trimming, or men’s clothing is essential. No traveling and 
very little night work. Salaries $30 to $60, depending upon experience. Bonus 


Write, giving age, education, history of employment, and salary expected. All 
information will be held in strict confidence. 


Address “B. L.” 


Care DISPLAY WORLD 


Advertising Man Wanted 


Leading department store in city of 50,000 
in Central-East requires experienced 
combination advertising and displayman 
at once. Attractive salary with splendid 
opportunity for advancement. Give full 
information in first letter. 


Address “A. C.” 


Care DISPLAY WORLD 














imbursed. Please contact 


DISPLAY MANAGER WANTED 


Position of window trimmer and display manager is available at a 
large and progressive women’s and children’s specialty department 
store near Pittsburgh, Pa. This is a permanent position. Excellent 
salary. Opportunity for further promotions. The display manager 
is provided with a special assistant. 


Moving expenses will be re- 


MR. SILVERMAN, SILVERMAN’S DEPT. STORE 


New Kensington, Pa. 


Or Phone, Collect, New Kensington 200 


SCULPTOR WANTED 


Sculptor, fashion minded, capa- 
ble of creating full figure work. 
Ample financial returns, excel- 
lent working conditions, steady 
employment. For interview 


Address “‘L. B.” 
Care DISPLAY WORLD 














DISPLAYMAN WANTED 


Leading department store in city of 50,000 
n Central-East requires capable display- 
man at once \ttractive salary with 
splendid opportunity for advancement. 


Give full intormation in first letter. 


Address “P. W.” 


Care DISPLAY WORLD 


WANTED: By Rich’s, Inc., 
Atlanta, Ga., DISPLAYMAN 


Capable of handling all types of depart- 
men store merchandise. Must have cre- 
ative ideas and ability to execute them. 
Ability to work rapidly and get along 
with people important. Write details of 
training and experience to: 


EMPLOYMENT MANAGER 


RICH’S, INC. 


Atlanta, Georgia 


DEPARTMENT STORE 
DISPLAY MANAGER 


Man who can trim fashion displays as 
well as popular-price dept. store win- 
dows. Capable of planning and executing 
interior displays and take full charge of 
two assistant displaymen. Good position, 
good salary for the right man. Also, po- 
sition open for window trimmer as _ sec- 
ond man in the dept. State full details, 
experience, salary, ete., in first letter. 
Replies held strictly confidential. Write 


LEO G. FEDERMAN 
Care Leavitt’s, Bridgeport, Conn. 

















WANTED 


Combination window trimmer, card writ- 
er and advertising man tor large, pro- 
gressive department store. Good salary, 
permanent position and advancement for 
person who qualifies. Please apply stat- 
ing age and experience, and approximate 
salary desired. 


The Friedlander Corp. 


Moultrie, Ga. 


WANTED 
HOSIERY LEGS 


Knee-length or full-length hosiery legs 
made of lucite or celluloid. Will pay top 


price, 


DISPLAY MANAGER 


Wilbur-Rogers, Inc. 
128 West 3ist St. New York City 


WANTED 
DISPLAYMAN 


Capable man for women’s ready-to-wear 
and accessory windows: also interior 
trims. Prefer specialty store experience 


(good salary. 


THE UNION CO. 


Columbus, Ohio 














WANTED 
Experienced window trimmer and show 
card writer. Will pay interesting salary. 
Write— 
GRABER’S STORES 
Paragould, Arkansas 











WANTED 
Combination displayman who can write show- 
cards, trim windows and can assist in selling 
men’s furnishings. State qualifications and 
salary desired. 


SYNDICATE CLOTHING COMPANY 
Davenport, Iowa 








COMBINATION MAN 
WANTED 


Window trimmer and card writer for 
popular price department store. Stead) 
job. Good salary. Only experienced man 
considered. Give all information in first 
letter. 


WILMURS, INC. 


Hamilton, Ohio 
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DISPLAYMAN 


For designer and manufacturer of win- 
dow and counter displays for the apparel 
industry. Experienced person to assemble 
full dimension sketches and ideas. Im- 
perative to have full knowledge of me- 
chanical manufacturing limitations in 
wood, cardboard, etc. Good pay and fine 
opportunity. 


DISPLAY CORPORATION 


357 East Erie St. Milwaukee 2, Wis. 


ARE YOU AN ASSISTANT Window Trimmer? 
How Would You Like a Chance to Be a 


DISPLAY MANAGER? 


Definitely, we need a display manager. Ours is 
a department store in the Mid-West, with a high 
reputation in the community, with a_= strong 
buyer organization, with progressice’ ideas 

on the quality side, rather than promotional. 
The man we would like to hire must have expe 
rience, he must have good references, he must 
be draft-free and interested in post-war future 
(for the job we are offering is permanent), he 
must be able to accept responsibility, he must 
have a pleasant, agreeable personality, he must 
be an organizer and a teacher. Replies confiden 


tial. 
Address “O. R.”’ 


Care DISPLAY WORLD 











TWO ASSISTANT DISPLAY 
MANAGERS WANTED! 


1. Assistant Manager of Windows 

2. Assistant Manager of Interiors 
Experience, ability, imagination and in- 
itiative are the important requisites for 
the fulfilment of the responsibilities of 
these two positions with one of America’s 
finer department stores. 


STROUSS-HIRSHBERG’S 


Youngstown, Ohio 








Combination Man Wanted 


Leading department store in city of 50,000 


in Central-East requires experienced 
combination advertising and displayman 
at once. Attractive salary with splendid 
opportunity tor advancement. Give full 


information in first letter. 


Address *‘C. M.”’ 


DISPLAY WORLD 


Care 











POSITION WANTED 


Fifth 


man; 16 vears’ experience; 


High-grade Avenue display- 

a 
age 33; 
married. Will accept display man- 
ager position in exclusive ladies’ spe- 
Detailed 


answers would be appreciated. 


cialty or department store. 


Address “E. W.”’ 


Care DISPLAY WORLD 





West Coast manutacturers’ representative 
covering Los Angeles district 
DESIRES ADDITIONAL 
DISPLAY ITEMS 
Address “L. C.” 
Care DISPLAY WORLD 








TWO SHOW CASES 
Mahogany; in excellent condition; one fitted 
for electric lights; 70 inches long, 40 inches high, 
22 inches wide; storage compartment back of 
lower half Cost $100 each; sale price, $45 
F.O.B. New York 
MISS IVY FIELD 

25 W. Broadway, New York City---Barclay 7-2858 











CORRESPONDENCE INSTRUCTION—In Win 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
ver 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 





EXPERT DISPLAYMAN AVAILABLE | 
Thoroughly experienced in all types of store 
publicity display, sales promotion, advertising 
Married; draft exempt; now 
Permanent postwar 
ressive store desired 


Address “A. W.” 
Care DISPLAY WORLD 


employed; <A-1 
references position with 


prog 























Home Study 
“LESSONS IN WINDOW DISPLAY” 
A low priced, practical and up-to-date course 
overing all phases of the subject. Of value to 
the experienced trimmer as well as the begin 
ner. Over 500 pages with 1,000 sketches to show 
vou how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Ill. 


ADVERTISING—HOME STUDY—The Advert 
tising Minded Displayman is qualified to make 
the most money Many have graduated frem 
this leng-established school. Common school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266A Chicago 











EXPERIENCED DISPLAY- 
MAN WANTED 


For popular-priced ready-to-wear store. 
Must be cardwriter. If your present job 
's holding you back, this is your oppor- 
tunity to carry out your ideas. Good 
pay good working conditions. Southern 
ndtana. 


Address “H. I.” 


Care DISPLAY WORLD 








SALESMAN WANTED 
For the “Nonde-Line” of display fixtures | | 
for department stores, jewelry stores, ete. 
Write to: 
PACIFIC PLASTIC SUPPLY CO. 
524 So. Spring St., Los Angeles 13, Calif. 














USE THE 


OPPORTUNITY EXCHANGE || 
For any WANT AD purpose: | 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE } 
REPRESENTATIVES WANTED | 


$3.00 Per Column Inch — CASH WITH ORDER 








AS 
Walt Disney 
Productions 





WALT DISNEY 
BACK TO SCHOOL PANEL 


40 In. Wide, 72 In. Long 


WHITE REYBOARD PROCESSED 
SEVEN BRILLIANT COLORS 


Buy It From Your Wholesaler 


THE REYBURN MFG. CO., INC. 
PHILADELPHIA, PA. 
Showrooms: New York and Chicago 











OUR ENTIRE LINE OF 


MANNEQUINS 


NOW 
READY! 


The popu- 
larity of our 
high-class 
manne- 
quins is 
well known 
throughout 
the country. 

In spite of 
the tremen- 
dous de- 
mand we 
have main- 
tained our 
fine quality 
and fast de- 
livery serv- 
ice to our 
vast clien- 
tele. 

Write for Photos Today 


DISPLAY MANNEQUIN, Inc. 
257 West 17th Street NEW YORK 


CHICAGO: The Fixture Mart, 314 Jackson 
Blvd. 

MONTREAL: Modern Display Fixtures, 460 
St. Catherine St., West. 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are inteersted. If you do not find 
your needs listed on this blank, write a sepa 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
) Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
| Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
) Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
[} Lamp Coloring 
Lithographed Displays 
Mannequins 
(] Mouldings 
] Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
|} Paper Sculpture Displays 
Plaques (Window) 
{) Papier Mache Specialties 
) Photographic Blowups 
) Plastics 
) Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 
Show Cards 
[) Show Card Colors 
} Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
) Signs—Electric 
Sleeve Forms 
(] Stencil Outfits 
} Store Designing 
Store Fronts 
Tackers 
Time Switches 
} Turntables 
Valances 
_) Wall Board 
[} Wigs 
= () Window Lighting 

| Do you wish a copy of their catalogue? 

C) Do you plan to remodel your store soon? 

Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI. OHIO 
-_ 







































































Firm 
Display Manager 
Street 


City State 


























DISPLAY WORLD 





AUGUST, 1919 

Visiting displaymen in New York City 
during the month included: Malcolm Ten- 
nent, Meier & Frank Company, Portland, 
Ore.; Carl Goettman, Joseph Horne Com- 
pany, Pittsburgh; W. Ozenreiter, Kaufmann- 
Baer Company, Pittsburgh; L. M. Regrain, 
Oppenheim Collins Company, Cleveland; 
Jack Ralston, The Levy Company, Houston, 
and Jack Darling, Thalhimers, Richmond. 

Samuel.R. Weiss resigned as display man- 
ager for The Emporium, Detroit, to join 
the sales organization of Decorators Supply 
Company, Chicago. 

L. B. Burns, Shreveport, La., 
pold & Shafer, Galveston, as display man- 
ager. 

Del 
Scott, display manager for 


joined Leo- 


Ki: G. 


Cin- 


Heizer was named assistant to 
Shillito’s, 
cinnatl. 

A. L. Bixby assumed charge of the display 
department of the Toeller-Grant Company, 
Battle Creek, Mich. 

AUGUST, 1934 

Ellsworth left The Store, 
Milwaukee, to become display manager for 
Damon's, Mason City, Iowa. 

H. Wagner resigned display 
manager of The Golden Rule, St. Paul, and 
Peck Company, Kan- 


Bates Boston 


George as 
joined the George B. 
sas City. 

James W. Foley, former executive direc- 
tor of the International Association of Dis- 
play Men, joined Sears, Roebuck & Co., Chi- 
cago; his duties consisted of the prepara- 
tion and circularization of display  pub- 
licity. } 

F. H. Roger was appointed display direc- 
tor of the 250 stores operated by H. L. 
Green, Inc., with headquarters in New York 
City. 

Cleveland merchants were suffering from 
an epidemic of window smashing in con- 
nection with a local window-washing racket. 
Police records showed that 316 windows were 
broken during the first seven months of the 
vear. The latest breakage involved a thou- 
sand-dollar window at Halle Brothers. 

The 37th annual convention of the Inter- 
national Association of Display Men was 
held at the Hotel Sherman, Chicago. George 
Westerman, Commonwealth-Southern Cor- 
poration, Jackson, Mich., was reelected 
president; Howard Williams, McAlpin’s, 
Cincinnati, was named vice-president, and 
Frank G. Bingham, Ackemann Brothers, 
Elgin, Ill., was appointed treasurer. 





Alexander Named 
By Gamble Stores 

The appointment of Bruce J. Alexander 
as soft lines display manager has been an- 
nounced by Gamble Stores, Minneapolis, in 
which city Alexander will make his future 
headquarters. He was formerly display man- 
ager for several Eastern firms and more re- 
cently was with W. L. Stensgaard & Asso- 
ciates, Chicago. 





AUGUST, 








1944 











ADVERTISING INDEX 





AUGUST, 1944 
Arranjay Wig Co. 
Arrow Decor. & Fixt. Co. 


Becker Sign Supply Co. 
Bishop Publishing Co. 
Bridge, Everett M. 


Carmen-Bronson Co. 
Champion Disp. Mtls. 
Chicago Cardboard 
Cole Co., Jas. A. 


Co: 
Co. 


Darling Co., L. A. 
Decorative Plant Co. 
Dingleman Co. 

Display Equipment Corp. 
Display Mannequin 
Douglas Fir Plywood Assn. 


Eaton Bros. Corp. 
Empire Tinsel & Ballotini Co. 


Felt Letter Studios 
Garrison-Wagner Co. 
Hurlock, W. C. 


Kawneer Co., The 
Korrect-Way Display Products 
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Inside Front Cover 


Laverne Originals 21 
Madisonia Manikins 47 
Magnani Statuary Co. 5| 
Maharam Fabric Corp. 49 
Marquardt & Co. 42 
Metal Displays Co. 42 
Mileo, P. C. 45 
Morgan Co., The 40 
Myers-Lipman Wool Stock Co. 50 
National Assn. of Display Industries 29 
National Hanger Co. 46 
National Sawdust Co., Inc. 48 
Opportunity Exchange 54, 55 
Regalia Mfg. Co. 46 
Reyburn Mfg. Co. 55 
Rustic Furniture Co. 52 
Schack's, Inc. 23 
Scheuer Mfg. Co. Inside Back Cover 
Sherwin-Williams Co. Back Cover 
Shipman, Frederic 31 
Siegel, Nat 47 
Speedway Mfg. Co. 38 
Stensgaard & Assoc., Inc., W. L. | 
Taffel Bros. 39 
Thayer & Chandler 52 
Timbertone Decor. Co. 2 
Tropicraft 40 
U. S. Plywood Corp. 4\ 
Wold Air Brush Mfg. Co. 53 
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Zeppen-Field Studios, W. M. 
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LUCITE... 


Preferred by discriminating displaymen 





sa 


No. WS-49 HAND MIRROR 
714" Dia., Double Face 
With provision made in 
handle to be opened to 


No. WS-50 
COUNTER MIRROR 
With Lucite Base 
10" x 16" Felted Back 


exchange Mirrors Mirror 
$4.20 each $13.75 each 
No. WS-58 No. WS-59 
TWO-SHELF DISPLAYER GLOVE & SHELF DISPLAYER 
8" high, 16" wide 16" high 
Two 8" Aquaplate One 8'' Aquaplate 
Glass Shelves Glass Shelf 
$10.25 each $9.50 each 
a 














SCHEUER 


MFG. CO. 


207 WEST 26th ST. 
NEW YORK CITY 





SCHEUER 
FIXTURES 
a ear 
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SCHEUER MFG. CO. 
307 W. 38th St., New York City. 


The dignity and utility of LUCITE has won for it the first 
choice of the country's leading displaymen. We are pioneers 
in this field and have applied creativeness and originality with 
sound design to make our display units the accepted stand- 
ard. 


able to furnish from a limited stock. We can promise satis- 


Illustrated are some very popular units which we are 


factory delivery but conditions make it necessary to fill all 
orders in the order of their receipt. We, therefore, urge 
you to order your needs at once so that you may have the 
aid of these superior SCHEUER Lucite Fixtures with white 


enamel combination in carrying out your display program. 





( 

















No. WS-60 No. WS-61 
BAG & SHELF DISPLAYER THREE-WAY BAG STAND 
17" high—One 8" Aquaplate 18" high 

Glass Shelf 20" wide 

$9.50 each $10.90 each 


USE THIS ORDER BLANK 


©, 


Please ship the following units: 


QUANTITY STYLE No. 


Store 
Address 


Ordered by 





FALL AND WINTER DISPLAY GUID 


The catalogue shows you everything in th 








Quali-Craft line — order your free copy. 

















FALL AND CHRISTMAS DISPLAYS AND MATERIALS GALORE DISPLAY SHOW IN YOUR TOWN 


Be on the lookout for your local Quali-Craft dis ( 


The Fall and Winter Quali-Craft line of displays and material offers you one of the 

most complete services available to help you install attractive, sales-producing , of 
eg oe . play show —see actual displays and materialsgm 

displays. Look over the Quali-Craft line. see all types of backgrounds, trims, ; 


borders. artificial flowers. colored papers. cut-outs, letters, and other staple items. 





LOCAL S-W BRANCH OR DISTRIBUTOR 


Phone. write, or visit the Quali-Craft distributo 


or 5-W branch nearest you for display material 


You will want to use the best finishes and colors for your signs. backgrounds, color 
sketches, and show cards. Sherwin-Williams Graphic Arts Finishes and Colors give 
you the best in the right finishes for every display purpose. The colors dry rapidly, 
will not chip, and best of all, they retain their brilliancy and attractiveness. 








